\/ 


TECE NOLOGY DEPT! 


CHICAGO 
PUBLISHED 


WEEKLY at 100 
OHIO ST. 


DEL. 1337 


Advertising A 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 


—. 


9, 1932 at the postofice at Chicago, Ill., under the act of March 3, 1879. 


Y 


PLIBLIC LIBRARY # 


~~~ “PNEW YORK 


got 
FORTY- 
SECOND ST. 


BR. 9-6432 


Vol. 11, No. 52 


December 23, 1940 


10 Cents a Copy, $2 a Year 


Rough Proofs Optimism Flows 


Laer Gusene when ag HO af Last Moment 
5 o . 
in Music Fight 


ing king-size Beech-Nut cigarets 
in the big city by Niagara’s falls. 

Possibility of Settlement 
is how to help you keep that school- | Following Consent De- 
girl complexion. cree Seen 


v v v 

Accounts are changing rapidly 

these days, but all the Ward 
Wheelock Company needs to know 


v v v 

New York, Dec. 19.—With only a 
few days remaining before the fast- 
ASCAP-radio music 


Now is the time when the fellow 
who is really a big shot and wants | 
the world to know it is getting | 4Pproaching 


ready to order his low-number | deadline, the faint ray of hope that) 
automobile license isome eleventh hour = “miracle” 
/might occur glowed with sudden 


oe brilliance this week and set adver- 
It’s too bad that CBS is dropping |tisers and agencies buzzing ex- 
baseball broadcasts from its m and |citedly over the 
o stations. In Chicago, for instance,| amicable solution of the dilemma. 
this means the news-hungry dia- | Despite the fact that both broad- 
mond fan will have only three | casting and ASCAP officials warned 
sources of play-by-play informa- | against any assumption that the 
tion instead of four. rising tide of optimism was synony- 
;mous with a 

7 oe | controversy or 


even an armistice 


You can’t tie up an advertiser to|in the fiercely waged war, adver- 
an exclusive contract through a/|tising circles insisted on viewing 
rate concession, the courts have de-| the situation more hopefully than | 


cided. But there’s nothing to pre-|at any time 
vent a smart salesman from per- | months. 
suading him to spend so much he The 
has nothing left for the other fel- | deadlock might be imminent sprang 
low. from the disclosure that the De- 
v,wy |partment of Justice had agreed to 

1¢ all the turkeys consumed at | discuss settlement of its long-stand- 
Christmas parties in the name of | ing +p litigation against 
charity were laid end to end, the |‘ ASCAI by cmacoy * ~— 
needy for whom they are given | decree. Attorneys for the soc iety 
would be busy eating at least un- were closeted with federal officials 
til the Pourth ol duly in Washington and the feeling of 
=" observers close to the situation was 


yv,vy that the terms of such a decree 
Congressman Voorhis wants to| Would probably include a complete 
slap a tax on all advertising ex- /overhauling of ASCAP’s organiza- 


penditures over $100,000 a year, | tional setup as well as its contrac- 
But of course publicity in the Con- | tual relations with licensees, 
gressional Record and other expen- It is generally believed that the 
sive prints issued at taxpayer’s ex-|Provisions of a consent decree 
pense will continue to be free. would include elimination of the 
| blanket license system heretofore 
imposed on most radio stations and 
A coffee advertiser out in the substitution of the per-program 
wide open spaces is reported to be |system of compensation enjoyed by 
using a Bible offer on the radio) newspaper-owned radio _ stations; 
with great success. By and large,| elimination of the restrictions now 


, © = 


though, it’s the silk stocking deal | imposed by ASCAP on song writ- 
that gets ’em. ing newcomers who qualify for 
,ee benefits only after they have been 


credited with four hit tunes; and 
revamping of the society's royalty 
distribution system. 


There are plenty of women who 
love to read the Bible and other 


great literature to improve their inesmusts os several of these 
minds, but the great majority of provisions are the very conditions 
he gals are still more interested in specified by the National Associa- 


improving their legs. tion of Broadcasters as a basis for 


negotiations with ASCAP, there 
Hoshio Mitsunaga, “advertising appeared to be valid reasons for 
king” of the Far East. was nomi- | @5S¥ming that the signing of a con- 
nated by the emperor of Japan as sent decree would be instrumental 
member of the House of Lords. in reopening the closed doors. 
hile over here an advertising he case pending against ASCAP 
ibob can’t even get his name in “®* instituted more than six years 
Who's Who.” ago. It went to trial in June, 1935, 
but was adjourned after a few days 
and has been pending ever 
Recently, however, the 
of Justice showed a 
terest in the 
consent 
lowed 


7. = ¥ 


v v v 
Irving Berlin is all steamed up 
er the great impending loss of 
e public due to ASCAP music 
ing shut off. Maybe this is the 
time for him to sing, “What Does 
Matter?” 


since 
Department 
renewed in- 
situation and. the 
decree negotiations fol- 
ASCAP’s alternative to 


(Continued on Page 23) 
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Gladys the beautiful receptionist 
ys she sees in ADVERTISING AGE 
it Standard Brands has renewed 
radio schedule in toto, but she 


Young & Rubicam 
Gets Borden Farm 


ught all the time they were New York, Dec. 20.— Young & 
ng NBC ‘ Rubicam was appointed today as 
agencies for Borden Farm Products, 

' . &# thus adding the companies’ fluid 

rhe next meeting of the board of | milk division throughout the coun- 


ectors of the Audit Bureau of try to the manufactured products 
ulations will be held in Ponte | @!Vision which the agency has been 


ira, Fla. February 21 and 22. handling 
‘ to be a baschall player or a The switch means that Young & 


all Bor- 
exception 


Rubicam is the agency for 
den operations with the 
of fluid milk in Detroit. 


ulation expert! 
Copy Cus. 


Fe. 
= 5 ae 


prospects for an| 


during the past six | 


After Long Illness 


feeling that a break in the! 


a consent! 


COPYWRITER DIES 


Garment Union 
Promotion for Industry 


Kelvinator Boosts 
Base Price: Seeks 
Replacement Sales 


Price War Apparently 


porarily 


Detroit, Dec. 18 
nouncement this 
| Kelvinator 
nator 


week that the 
Nash-Kelvi- 


division of 
Corporation will 


price cuts which aided 
materially in boosting Kelvinator 
business to two and a quarter times 
its volume for the previous year, it 
became increasingly 
today that the 
convulsed the 
ator field last 


veal 


Copy Wizard, Dies 


clear here 
price war which 
mechanical refriger- 
year is In the dis- 


card, temporarily at ieast 
— He és Suc- Base Models Higher 
cumbds to . n ection; This information was gleaned 
Had Metecric Career ‘from the fact that the new Kelvi- 

nator base price is $119.95, which 


is $5 higher 
1940 line 
| were 


than it was on the 
The additional price cuts 
restricted to the higher price 


000 for advertising in his 23-year items in the line, which represent 
; lonly a comparatively small fraction 


career, died here yesterday. He . 
had been confined to a_ hospital |of total sales. Corresponding action 
«< . «< ‘ 
since March 31, when stricken with is anticipated by all other re 
a streptococcus infection. He was manufacturers in the field, most of 
49 weare old "| whom showed their new models to 
The founde r and president of the | distributors this week 
> . g Ss ’ > 
y » 194 celyini F els ‘re 
agency bearing his name combined sons - r — models were 
snown 4) apou | 
copywriting genius with adminis- atirtens 9 ti 
; : | Kelvinator’s ation: 
trative ability. His first job was as | 7 


New York, Dec. 18. J. Stirling 
Getchell, who had a hand in the 
expenditure of more than $100,000,- 


members of 
distributing 


7 |organization at thelr annual con- 
a $25-a-week copywriter in a small | ef vege eee ais Saeneie tant 

° " | 4 » Masonic m » las 
|New York agency in 1919. Twelve I 


paoern 
years later, at the bottom of the de- | — 


; : made by 
pression, he quit a $50,000-a-year ; 
sales manager, who reported that 
agency job to set up his own busi- : 
inne |changes in the distribution system 
a |plus new manufacturing economies, 
which made possible the 1940 price 
Perhaps Mr. Getchell’s most) reductions, also were credited with 
famous campaign was the “Look at contributing to the new price cuts. 
All Three” idea he conceived for The company presented a new 
(Continued on Page 25) (Continued on Page 24) 


Price announcements were 
Frank R. Pierce, general 


Famous Plymouth Campaign 


Last Minute News Flashes 


Standard Brands Starts Drive on Films 

New York, Dec. 20.—Standard Brands will break a test campaign 
next week on its new film delivery system in newspapers of Cleveland, 
Birmingham and Boston, featuring the 


slogan, “Go to Your Grocer for 
Film.” 


Cresswell Reported Dickering for “Public Ledger” 

New York, Dec. 20.—Robert Cresswell, who resigned last week a 
assistant business manager and treasurer of the New York Herald 
Tribune, was reported today to be a key figure in negotiations for the 


sale of the Philadelphia Public Ledger. A. V. Miller succeeds M1 
Cresswell on the Herald Tribune 


Serta Associates Has New President, Agency 

Chicago, Dec. 20.—More aggressive advertising by Serta Associates, 
Inc., manufacturer of mattresses and related lines, is indicated by selec- 
tion of a new president and agency. Walter J. Schob, of HonorBilt Prod- 
ucts, Inc., Philadelphia, is the new Weiss & Geller, the agency 
Magazines will be used 


BBDO Adds Space-Buying to Bridge’s Duties 

Chicago, Dec. 20.—James W. Bridge, production manager of Batten, 
3arton, Durstine & Osborn, has been given the additional duties of space 
buyer, effective Jan. 1 He will succeed Joseph C. Lieb, 
signed to join the Chicago sales staff of Good Housekeeping 


head: 


who has re- 


Jones Leaves Wanamaker for Agency 

New York, Dec. 20 Robert H. Jones has resigned as advertisi 
director of John Wanamaker to join Batten, Barton, Durstine & 
as account executive 


ng 
Osborn 


Ended, at Least Tem-. 


Insists on 


Advertising Is Prime 
Consideration in Set- 
ting Up New Contract 


By IRWIN ROBINSON 


New York, Dec. 19.—Advertising 
was cast in a unique role here this 
week, occupying the center of the 
stage in the inauguration of new 
wage contract discussions between 
the Dress Joint Board of the Inter- 
national Ladies’ Garment Workers’ 


| Union, an American Federation of 


| Labor 
Despite an- | 


inaugurate | 


s as an ca new price slashes up to $30 in some | 
| Stirlin Getchell of its models, following drastic 
7 ‘ic last 


settlement of the} 


affiliate, and the manufac- 
turers who turn out $350,000,000 
worth of dresses here every year. 
The meetings at which 
were discussed for an aggressive 
national campaign, involving a pro- 
motion budget that may be $1,500,- 
000 a year, was laden with “firsts.” 
It was the first time that a labo: 
union has assumed the 


plans 


initiative in 
laying before management the need 
for streamlined merchandising tech- 
niques; it was the first time that 
participation in a cooperative ad- 
vertising campaign has been made 
a prime consideration in labor 
negotiations; and it was the first 
time that advertising has been 
asked to aid in revolutionizing the 
basic sales job of so important an 
industry, 


Agency Services Enlisted 


Behind the far-seeing proposal to 
stamp out inefficiency in produc- 
tion and expand markets for the 
dress trade stands Julius Hochman, 
general manager of the Dress Joint 
Board, who is now adding new 
laurels to an established reputa- 
tion for sound and_ progressive 
labor leadership. Convinced that 
New York's largest industry, with 
its 2,100 employers and 85,000 or- 
ganized dressmakers, must step out 
of its rut, dramatize its bid for 
recognition as the world’s style 
center, increase unit consumption 
and cultivate untapped export op- 
portunities, Mr. Hochman enlisted 
the services of J. Walter Thomp- 
son Company to survey the situa- 
tion and make recommendations. 

On the basis of the Thompson 
findings, a committee of ten, con- 
sisting of Mr. Hochman and three 
representatives from each of three 
manufacturers’ associations, was ap- 
pointed to outline a financial plan 
and push ahead with five unani- 
mously adopted objectives 

l. To make New York the 
world’s style center 

2. To maintain New York’s 
ership in the dress field 

3. To obtain a greater 
age of the nation’s 
New York 

4. To increase total dres 

5. To foster a desire for 
dresses 


lead- 


percent- 
business fo 


sales 


better 


Informal discussion of the scope 
of the program by members of the 
dress industry was marked by fre- 
quent mention of a levy of one-half 
of one per cent on total wholesale 
volume. On the basis of last year's 
$350,000,000, this would mean a 
promotion budget of more than 
$1,500,000. A per unit levy was also 
mentioned with a suggested aver- 
age tax of two cents per garment 
New York produced 78,000,000 
dresse last yeat which would 
point to an initial budget in the 
neighborhood of $1,500,000 


Will Use Major Media 


Mr. Hochman told ApverTIsING 
AcE today that “if and when the 
adopted major 


program is media 
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will be used, including newspapers, 
magazines and radio.” 

Coining a new phrase that may 
be quickly incorporated into the | 
language of industrial relations, Mr. 
Hochman emphasized the need for 
“collective planning” as well as 
collective bargaining. Such plan- 
ning, he added, must include mod- 
ern promotion methods as well as 
more efficient production methods. 

“In fact, promotion is the No, 1 
item on the industrial program 
which the union is proposing to 
manufacturers,” he went on. “We 
know that the time is gone when 
every buyer in America blazed a 
trail to the New York showrooms. 
Today, in Chicago, St. Louis and 
elsewhere, manufacturers have 
banded together for joint promo- 
tional efforts, and New York must 
do the same.” 

Emphasizing marketing oppor- 
tunities for the industry, he pointed 
to the fact that the average Ameri- 
can woman buys Only two street 
dresses a year. She spends from 
20 to 30 per cent more for under- 
garments and hosiery than _ for 
dresses. Beyond our borders lies a 
potential market of more than 15,- 
000,000 women in Canada, Mexico, 
Central and South America. In 
1939 this country exported only 
22,600 dresses to the Western Hem- 


isphere, valued at $233,000. 


UNION PUSHES INDUSTRY ADVERTISING 


a i 
—— 


Making new business history at the presentation of a promotion plan for the 
New York dress industry are: Henry Silver, National Dress Manufacturers Asso- 


ciation; 
Dress Manufacturers; 


Anson Lowitz, J. Walter Thompson Company; A. Goodman, 
Julius Hochman, Dress Joint Board: and Sam Zahn, Affili- 


Affiliated 


ated Dress Manufacturers. 


Representing J. Walter Thompson 
Company at the initial presentation 
of the promotion program were 
Mrs. Stanley Resor, wife of the 
agency’s president, and Anson 
Lowitz, copy executive. 

Analyzes Figures 

Mr. Lowitz offered an analysis of 
the Bureau of Advertising’s news- 
paper, magazine, network radio 
and farm paper figures, and the Na- 


| tional Resources Committee data 
which showed that while the food 
classification was credited with 
23.75 per cent of national adver- 
tising expenditures in these media 
it secured 28.5 per cent of all con- 
sumer income. Clothing of all kinds 
secured only 8.9 per cent of con- 
sumer income after spending 2.7 
per cent of the national advertising 
total. The point was made that by 
expanding and 


=> 35.77 -— 


i, YY IM Sa S 


‘This percentage packs a punch! 


You can hammer home your message to 4 out 
of 5 of your Iowa hardware dealers—(85.7%*) in 
America’s 7th market—and at the same time in- 


fluence 4 out of 5 consumers in that same market. 


market through ONE newspaper 


And you can nail down the rich Iowa urban 


Moines Sunday Register 
MILLINE RATE IN IOWA. 


. The Des 
at the LOWEST 


The 4°" Register and Tribune 


361.433 Sunday—Milline $1.66 


Write for n 


jh? 
br 


ew survey booklet 


311,768 Daily—Milline $1.60 


The Intiuence of Your lowa Advertising 


|up the average unit sale with the | 
result that between 1933 and 1939 | 


promotion expenditures the cloth- 
ing field might capture a larger 
share of the consumer dollar. 

In discussing other advertising 
expenditures, Mr. Lowitz empha- 
sized the fact that merchandising 
effort in the automobile 
has been concentrated on stepping 


sales of high priced cars increased 


coordinating _ its 


| publicity; 
lretailers: 


| turing 


338 per cent, while those in the | 
medium price field rose 124 per 
cent. Durimg this period the aver- 


age sales price of all cars increased 
from $630 to $778. In contrast to 
this achievement, however, the 
average sales price of dresses last 
year was $4.10, considerably lower 
than the average figure seven 
years ago. 

Turning to local advertising Mr. 
Lowitz presented an analysis of 


newspaper linage in 14 leading 
cities, containing 15.97 per cent of 
the country’s population and ac- 


counting for 38.24 per cent of total 
retail advertising. Women’s cloth- 
ing and accessories received 21.5 
per cent of all department store 
advertising, but women’s and 
misses’ dresses received only 3.6 per 
cent of the total. With the inclusion 
of specialty stores it was estimated 
that dress advertising accounted 
for approximately 5 per cent of all 
retail advertising in the country. 
Industry’s Difficulties 

Among the dress evils cited by 
the Thompson research which, it 
was suggested, carefully planned 
promotion might cure, were losses 
in women’s and misses’ dresses suf- 
fered by department stores. 
reasons for these included 
low gross margins, low 
high mark-downs and high operat- 
ing expenses aggravated by abnor- 
mally high returns of goods by 
consumers. In the case of dresses | 
it was said that such returns are 
eight times what they are in 
hosiery. 

On the basis of the agency study 
the promotion procedure outlined 
included centralization of effort; 
fashion research; consumer re- 
search; proper timing; planned 
educational work with 
cooperative promotion 


losses 


projects; planning of effective local, 
national and trade _ advertising; 
planned store departments; sup- 
plying of sales facts and merchan- 
dising aids to buyers: and retail 
displays. 

The existing contract between 


the union and the dress manufac- 
turers expires Jan. 31, 1941. Manu- 
facturers who attended the sessions 
were optimistic over the outlook 
for the program. They were frank 
to express “amazement” over the 
fact that the union had offered 
such a well-rounded proposal. 

One of the unusual aspects of the 
dress industry and a factor that has 
long worked against extensive na- 
tional advertising by individual 
manufacturers is the large number 
of small producing units. 

Average capitalization per worker 
is only $400, compared with from 
$2,450 to $6,000 in most manufac- 
industries. Plant  invest- 
ment is comparatively insignificant, 
thus permitting easy entry into the 
business and contributing to the 
chaotic conditions that the union’s 
stabilization program seeks to eradi- 
cate. 


Spector Adds Chrisman 


David D. Chrisman, formerly 
with Miller Broadcasting System, 
has been appointed vice-president 
and director of radio of Raymond 
Spector Company, New York, ef- 
fective Jan. 1. He was previously 
with Ruthrauff & Ryan, New York, 
and Mutual Broadcasting System 


industry | 


The | 


markons, | 


| 


Non- Electric 
Dry Shaver Is 
Newest Gadget 


Boston, Dec. 18.—A new dry 
shaver called Vestpok which is “as 
small as a book of matches” and 
requires no electricity, no water, 
no brush and no soap is being 
introduced by Vestpok, Inc., of 
Lynn, Mass. 

First test advertising of the new 
product appeared last week in the 
Syracuse Post-Standard, with the 
three-column national copy being 
supported by smaller insertions 
placed by retailers stocking the 
pocket-size shaver. 

Alfred J. Silberstein, New York, 
has been appointed to handle the 
account. Magazine schedules are 
now being made up, and Vestpok’s 
national advertising debut is sched- 
uled for early next year. Salesmen 
are now on the road in quest of 
national distribution. 

Vestpok comes in gold plate, and 
is priced at $1.75. Blades last sev- 
eral weeks, and new ones can be 
obtained for 10 cents each. The 
razor cornes in a plastic case which 
becomes the holder when the 
shaver is in use. Shaving is accom- 
plisned by rubbing Vestpok up and 
down the face, as if with an eraser. 

Vestpok is guaranteed for life. It 
is recommended for emergency use, 
to clean up stubble before an even- 
ing engagement, while in the office 
or while traveling. In Syracuse 
test copy, an extra blade was 
offered free to all those bringing 
| the advertisement with them when 
purchasing the product. 


| Hickok to Washington 


Guy C. Hickok, director of short 
| wave broadcasting of the interna- 
'tional division of the National 
| Broadcasting Company for the past 
| three years, has accepted a national 
| defense post. He will be assistant 
|to Don Francisco, former Lord & 
| Thomas president, who is now a 
‘member of the communications 
committee of the Nelson Rocke- 
feller group recently established to 
coordinate commercial and cultural 
relations between the American 
republics. 


Sinclair, Richfield 
Get New Agencies 


Effective Jan. 1, the advertising 
of Sinclair Refining Company and 
Richfield Oil Corporation of New 
York will be handled by a new 
,agency here to be headed by Syl- 
vester M. Morey, Sinclair advertis- 
ing manager. 

The accounts are now directed 
by Federal Advertising Agency, 
and Sherman K. Ellis & Co., re- 
spectively. 


Phillips Agrees to End 
“Acid Skin” Claims 

Charles H. Phillips Chemica! 
,Company has agreed to discontinue 
the use of claims and representa- 
tions with regard to “acid skin,” 
the Federal Trade Commission has 
announced. According to the FTC, 
no such skin disease is known. 

Both Parker and Sheaffer pen 
companies, answering an FTC com- 
plaint against allegedly misleading 
claims with regard to lifetime pen 
guarantees, have denied commls- 
sion assertions that their advertis- 
ing is false or misleading in thi 
respect. 


Agencies Give Bonuses 


Lord & Thomas has announced : 
bonus of a half-month’s salary fo 
all employes earning less tha! 
$5,000 a year. Blackett-Sample 
Hummert will pay a week's bonu 
to all employes with the agenc) 
two years or longer. 


ae eM, 


WFBL 


FOR CENTRAL NEW YORK 


CBS 


5000 watts, day — 1000 watts, night 
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ADVERTISING AGE 


Our young man, above, is about to dis- 
cover a rule that his Old Man can use in 
business, too. 

Namely: if you want big returns, go 
after ‘em in a big way. 

For almost 6 years, we've been helping 
magazine advertisers follow that rule. 
Weve been giving them just the 25 man- 
sized stockings on the business mantel — 
the 25 key markets that hold as many sales 
as all the rest of the U. S. combined. 


When a man wants 


\nof 


This big-city concentration has won for us 
the handle of a “New Method Of Magazine 
Advertising”. 

It's giving our advertisers as much 
coverage in these 25 key markets, as the 
next 4 national weeklies, or the top 4 
women's magazines, combined. 

And this month it’s ringing up the larg- 
est year in THIS WEEK MAGAZINE's 
history —well over 5 million dollars worth 
of business 
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ADVERTISING AGE 


December 23, 1940 


Frank R. Kohnstamm, 
ager of the merchandising division, 
explained that the informative 
labeling program “is based on our 
conviction that the consumer wants 
to have—and is entitled to have 
the complete facts about a product 
before making a purchase. We 
believe that by affixing to a prod- 
uct a label which is truly informa- 
tive and gives the beneath-the- 
surface details, shopper best 
provided with basis for intelli- 
gent appraisal and comparison.” 


sales man- 


Westinghouse Puts 
Consumer Labels 
on Appliance Line 


Gives Complete Facts 
on Products; Plans to 
Extend Program 


IS 


a 


Program to Be Broadened 


New York, Dec. 19.—Making a All except a few of the smaller 
low bow in the direction of Mrs. appliances will bear the new labels 
Consumer, Westinghouse Electric in 1941. The scope of the program 
& Mfg. Company revealed plans| will be widened later so that all 
here today for attaching informa-|appliances bear factual tags. 
tive labels to 1941 models of all The labels’ are _— standardized 
major appliances. wherever possible. Most consist of 

The labels will include no adver- four pages. In general, the attempt 


tising or sales story of any kind.|is to tell what a product is made 
Structural and equipment facts|/of, how it is made, and how it 
will be described in non-technical|should perform. Each bears the 
terms on labels firmly attached to| title “Information for Consumers.” 
each product. The labels bear a| For example, the first page of 
warning: “Under no circumstances | the refrigerator label lists capacity, 
must this informative label be|shelf area, amount of ice produced, 


removed while this product is on 
display. It has been sealed to the 
product for the protection of the finish, description of motor, specifi- 
consumer and to provide shoppers cations of parts of the freezer, 
with a basis for intelligent appraisal | description of shelves, door latch, 
and comparison.” door hinges, meat-keeper, humi- 


frozen food storage capacity, 
|side dimensions, 


out- 
outside and inside 


drawer, dishes, interior light and 
temperature selector. Also included 
the manufacturer’s warranty, 
and a blank for the retailer to fill 
in the price and installment pur- 
chase arrangements. 


Tell How It Is Made 


1S 


The two inside pages are devoted 
to “How It Is Made,” including 
additional information on materials 
and attachments mentioned briefly 
on the first page. The back page 
tells “What It Can Do,” including a 
paragraph on food protection and 
one on freezing time. 

In a brochure published by the 
company to outline its informative 
labeling program, Westinghouse 
explains the consumer movement 
and its attempt to meet criticism by 
providing information useful in 
appraising products. 

It is pointed out that “no serious 
criticism or marked dissatisfaction 
has thus far been expressed towards | 


| 
| 
| 


| paper 


cisms of our advertising or trade 
practices. On the other hand, since 
a great deal of electrical industry 
language tends to be technical, we 
may not have made enough effort 
in the past to describe our goods as 
fully we might have done, to 
meet the wishes or needs of pros- 
pective buyers. Our new informa- 
tive labels, we hope, will represent 
our desire to make a stronger effort 
in that direction.” 


as 


ANA Studies Size 
of City Effect 
on Differentials 


New York, Dec. 18.—The spread 
between local and national news- 
paper advertising rates increases 


with the size of the city, according 
to a supplemental rate differential 
study just completed by the news- 
committee of the Association 


electrical goods manufacturers bY | of National Advertisers. 


those who speak for 
discuss consumers’ interests in 
group meetings, except as th 
criticize advertising and salesman- 
ship in general, or mention indi- 
vidual makes of appliances in con- 
|\sumers’ rating publications. 


consumers or 


| ‘Westinghouse, as a leader in the 
electrical industry, has no reaso 
to anticipate any particular criti- 


_ 


POWER 


to increase your sales 


OU, too, can take advantage of the sales 
possibilities in the rich Shreveport market. 


; Y 


‘ KWKH, with 50,000 watts and outstanding CBS 


h and local programs, completely dominates this 
. rich section with over 3,000,000 persons. 


MEMBER 
SOUTH CENTRAL 
QUALITY NETWORK 


KWKH—Shreveport 
KTBS—Shreveport 
KARK—Little Rock 
WIDX—Jackson 
WMC—Memphis 
WSMB—New Orleans 


“a 


. 


y, 


REPRESENTED BY THE BRANHAM CO. 


K WKH 


A Shreveport Times Station 
SHREVEPORT # LOUISIANA © 50,000 WATTS e¢ CBS 


| cities 
| 25,000 and 50,000. 


In cities with populations rang- 
ing from 25,000 to 50,000, the differ- 


ential for 10,000-line space is 30 
per cent. In an earlier study of 
larger cities, it was shown that the 


spread in cities in the 50,000-100,000 | paign copy 


Bituminous Coal 
Interests Ready 
to Start Drive 


New York, Dec. 19.—Bituminous 
coal producers and allied interests 
this week put the finishing touches 
on plans for a cooperative promo- 
tion program that will involve an 
expenditure of almost $3,000,000 
during the next three years. The 
National Coal Association was the 
motivating factor in the project with 
Arthur Kudner, Inc., the agency in 
charge of research and advertising. 

In launching the drive the asso- 
ciation has formed an _ operating 
corporation, Bituminous Coal, Inc., 


| which will administer the campaign 


funds provided by _ subscriptions 
based on tonnage. The budget for 
the first year has been set at 
$900,000. In addition to the coal 
producers, representatives of stoker 
manufacturers and other equipment 
makers participated this week in re- 
gional meetings here, in Chicago 
and in Cincinnati. 

Based on the Kudner market re- 
search, indications are that the cam- 
appeals will include 


class is 33 per cent; 45 per cent in | emphasis on bituminous coal as “the 


the 100,000-500,000 greup; and 57 
per cent for cities of over 500,000. 
The newly-completed study gives 
detailed analysis of local 
national rates of 209 newspapers in 
with population between 
Also included is 


the circulation of each paper, effec- 
| tive dates of rates quoted, and local 


| and 


national discounts offered. 


| G-E Appoints Deines 


if warey Fx 
Deines, who has 
been associated 


|} sociation of Chicago at the 


with General 
Electric Com- 
pany since 1930, 
has been. ap- 
pointed manager 
of advertising 
and sales promo- 
tion for the G-E 
radio and_ tele- 
vision depart- 
ment in Bridge- 
port, Conn., suc- 
ceeding A. A. 
Brandt, recently 
named sales manager 
vision. 


Harry J. Deines 


for the di- 


Davis President of 
Chicago “Specials” 


R. Heath 
& Son, 
Newspaper 


Davis, J. P. McKinney 
was elected president of the 
Representatives As- 
annual 
Lutz was 
J. Worth- 


John E. 
D. 


meeting Dec. 17. 
elected vice-president; 
ington, Williams, 
mer Company, secretary, and H. E. 
Scheerer, Scheerer & Co., treasurer. 

C. A. G. Kuipers, of Burke, Kuip- 
ers & Mahoney, retiring president, 
was elected a director for one year. 
Walter Doney, Texas Daily Press 
League, was re-elected for one year 
and Joseph A. Kowalski, John Budd 
Company, was chosen for a two- 
year term. 


Swan Moved Up 

Joyce A. Swan, who 
sales promotion manager of the 
Minneapolis Star Journal for the 
past two years, and who previously 
was with the Des Moines 
and Tribune, has been named busi- 
ness manager of the Star Journal, 
succeeding George W. Ronald, 
resigned. The paper’s promotion 
department activities will be super- 
vised by George Grim, radio direc- 
tor, and Glenn Gladfelder 


has been 


Jordan, Eaton Change 


Howard W. Jordan, vice-presi- 


dent in charge of the New York 
office of Montgomery Ward & Co., | 


has been named to the 


merchandise controller at Chicago 
headquarters H. T. Eaton, with 
the company for many years, will 
take over Mr. Jordan's duties in 
New York. 
Form Burns & Potter 

Robert E. Potter, formerly adver- 


tising manager of the Chicago Jour- 
nal of Commerce and merchandis- 


ing manager of Montgomery Ward | 
& Co.’s chain store division, and | 
Jay E. Burns, active in Chicago | 
business and banking circles, have 
merged their individual advertising | 
agencies into Burns & Potter, with 
loffices at 75 E. Wacker drive, Chi- 
cago. 


| most 


| through Anthracite Industries, 


| initial 
|with a four-color 


|erackers and 


Lawrence & Cres- | 


| Violation 


Register | 


new post of | 


used fuel in all income 
groups,” and its economy and con- 


rf venience due to technological devel- 
and | 


Efforts will be made to 
stimulate manufacturers’ research 
in automatic stoker design. At- 
tention will also be paid to the 
expansion of off-season sales. 

The new project is the first co- 
operative merchandising venture of 
its kind for the soft coal industry. 
The hard coal field has been active 
along these lines for several years 
Inc. 


opments. 


Tea Bureau Pushes 
Cooperative Plans 

The Tea Bureau will intensify its 
cooperative activity in 1941, the 
campaign being launched 
page in the Jan. 
of The American Weekly, 
collaboration with H. J. Heinz 
and Loose-Wiles Biscuit 


26 issue 
In 
Company 


Company. 


It will feature hot tea, soup and 
receive support from 


70,000 Heinz soup kitchens. 


Agency for Bull Dog 


Bull Dog Electric Products Com- 
pany, Detroit, which has placed its 
advertising direct, has appointed 
Brooke, Smith, French & Dorrance 
its agency in anticipation of a 
broad expansion of its lines. 


General Baking Wins 

The FTC complaints 
General Baking Company, 
of the 
act by price 


as 


against 

charging 
Robinson-Patman 
discrimination, has 
been dismissed, the FTC revealing 
that allegations in the complaint 
were not sustained by evidence. 


Pipe Shop to Sneider 
George Yale Pipe and Tobacco 
Shop, New York, has appointed 
A. M. Sneider & Co., New York, 
to handle its account. The Shop is 
now conducting a direct mail cam- 


paign 


‘ ye 


35,021,292 


IN KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldg., Louisville, Ky. 


WHALEY 


Tay POSTERS 
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December 23, 1940 ADVERTISING AGE 5 . 
PRINT AT HOME national magazines of large circu- any important bearing on the gen- are behind the shift of magazine industry “has fully succeeded in 
—, lation. The association insisted, eral business man’s printing prob- printing to the Middle West. Chi- adjusting itself to out-of-town 
| | however, that this factor had influ- lem. But to the uninformed it cago wage scales, for example, are competition.” 
cA sound business policy— | |enced many buyers of other types raises the question that if such practically identical with those in “The question of comparative 


of printing. great publishing firms have found New York. It is clear, therefore, costs thus narrows itself down to 
| « y 7 ’ y, r” . > oe 
PRINT IT IN NEW YORK “The removal from New York it more advantageous to have their that the shifting of national maga-|the fact that in the most efficient 


faster—better—at no higher po ris By Cascnge and ne Mid- printing done out of _town, why zine printing closer to the center of ew SOEs Guame higher eae sot te 

estern centers, of the printing of isn’t it a good idea for other New population has been brought about are compensated by the superior 
such old-established magazines as York concerns to send their print- by factors not related to the print- mechanical skill available and by 
Collier’s, American Magazine, Mc- | ing afield also? ing work of the average business the accessibility of New York 
Call’s and numerous others, and the sh . concern.” printers to the largest supply of 
fact that such comparatively recent Psychology Wrong Since wages constitute the larg- skilled labor.” 
periodicals as Life and _ Time, “The psychology of buying print- est single item in printing costs. the Insertions in 
though distinctly New York City ing out of town owes much of its association continued, the high featuring the 
products, are printed in Chicago, origin to the knowledge that the union scale in New York was once New York,” 
have nothing to do with the cost of big magazines are sending their blamed for the exodus of business. 


local newspapers 

slogan, “Print It in 
are being used as an 
integral part of the campaign. 


i printing,” the organization said. printing out of the city. Many especially since out-of-town print- ” 

: ~J “This situation is tied up exclu- business men do not realize that ing was largely non-union. Unioni- Reilly Joins Paki PS 

a Zi | sively with the question of distri- the United States postal zoning zation, however, has expanded Mary Reilly has joined the staff dip oe 

| & Re | | bution costs and speed of delivery. laws, plus the advantage in deliv- rapidly in other cities in recent of Paki Advertising Art Studios, rn. 

‘ New tb , = a | | Neither has this magazine printing ery speed from central locations, years and New York's printing New York. » ee 
be a | ~ Sy S & “aa 

at prices con ~ Se ~ & Bef | a 
sae 1 epucchs “4 A tremendous industry at your command e e — ‘ 


NEW YORK EMPLOYING PRINTERS ASSOCIATION, INC. 


#1 EIGHTH AVENUR + MEpa:isow 35-1560 


Representing good printing on New York for 75 years 


. One of the newspaper advertisements 
' in the drive of New York Employing 
Printers Association to keep business in 

the city. 


New York Printers 
Launch Drive to 
Regain Business 


Association Tells Its 
Story in Advertising 
and Promotion 


New York, Dec. 18.—Battling to 
bring back to New York the large 
volume of business lost to other 
localities during the past decade, 
the New York Employing Printers 
Association this week launched a 
campaign designed to dramatize 
the metropolis as “the printing and 
publishing center of the U. S. A.” 
Labor unions and municipal au- 
thorities are cooperating in the 
drive. 


According to a survey released 
by the association, New York’s 
$571,000,000-a-year graphic arts 
field is the second largest manufac- 
turing industry in the city, bowing 
only to the needle trades in point 
of size. The study also placed New 
York’s printing and publishing vol- 
ume at 22 per cent of the entire 
nation’s graphic arts output. 

In developing its thesis, the 
employers’ group discussed very 
frankly “why some New Yorkers 
buy printing elsewhere.” Three 
chief reasons are listed: distribu- 
tion costs which make it desirable 


to have certain types of printing a 
done at more central locations; the 
belief that New York’s wage scales 
enable out-of-town establishments 
to undersell local printers; and 
ignorance of the facilities available 
here. 7 
7 > re 4 4 » Sir > . rf : , > rc ‘ oe ed 
The validity of the distribution It stands to reason that the more time other Philadelphia daily newspaper. » 
angle was conceded as applied to . * Oc ; Bi 
people spend reading a newspaper, the Men spend at least 43.8 more time “t 
er 5m. more likely they are to respond to the reading The Bulletin than any other 
- * 5 . ‘ ) . ° ; oie 
advertising in its pages. ..A_ recent Philadelphia daily newspaper. 
impartial study of newspaper readers in Let this longer reading time shorten 
Philadelphia — by Publication Research the way to sales for YOUR product in 
Service of Chicago—-showed the follow the nation’s greatest City of Homes. 
ing results in answer to the question: Your advertising agency will point out 
“How much time did you spend reading the advantage of The Evening Bulletin’s 
these newspapers yesterday?” leadership in daily circulation for thirty 
Average Reading Time five consecutive years without artificial 
— waren subscriber inducement—the value of The 
| Evening Bulletin readers 54.5 min. 52.8 min. ie rac 
: Newspaper No. 2 readers 87.9 93.7 Bulletin’s concentration of 95 per cent. 
Newspaper No. 3 readers 28.7 36.9 of its large circulation within the Phila- 
Newspaper No. 4 readers 35.0 32. delphia retail trading area-—-and_ the 
Women spend at least 43.1‘, more economy of The Evening Bulletin’s ex- 
time reading The Bulletin than any ceptionally low cost per reader. 


Copyright 1940, Bulletin Co., Philadelphia 
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Sampling Debut 
of Spud Imperials 
Aided by Cuties 


(Picture on Page 27) 


Louisville, Dec. 18.—For more 
than a month, tall, beautiful girls, 
garbed in silver and blue, have been 
acquainting cigaret smokers of this 
city with the new long Spud cigaret, 
called the Spud Imperial, a product 
of the Axdton-Fisher Tobacco Com- 
pany, in a sampling campaign which 
is claimed to have boosted sales 300 
per cent during sampling, with in- 
creases of 200 per cent after the 
sampling display had been moved to 
another store. 

In the case of men customers en- 
tering the store one of the girls 
places a cigaret in his mouth and 
lights it. A background display fea- 
tures the Spud slogan, “Keep your 
mouth fresh as a daisy—your head 
clear as a bell.” The displays, 
which also feature giant reproduc- 
tions of the silver and blue Spud 
Imperial package, will be increased 
in the near future and the sampling 
operation extended to other mar- 
kets. 

The position won by the sampling 
operation will be consolidated and 
maintained by newspaper advertis- 


ing. As soon as national distribution 


has been obtained national media 
will be used for the advertising 
campaign. 


“The trick in this sampling oper- 


ation,” says Col. Dan Thomson, 
|director of advertising and sales 
|promotion, “is to use girls who 


|typify the freshness of the cigaret 
and this means employing young 
women who are amateurs rather 
than professional models or beau- 
ties. When we began the operation 
we had hoped to maintain a three- 
|day schedule with each display but 
store managers insisted on a week’s 
‘run. Up to now the sampling job 
| has been confined to stores of the 
| Walgreen and Taylor chains.” 

Weiss & Geller is the Spud agency. 


Opens New York Office 


C. D. Bertolet & Co.,, 
national advertising 
of Our Sunday Visitor and the 
Register, has opened an office in 
New York at Room 807, 110 E. 42nd 
street. Ralph A. Renick is man- 
ager of the Eastern office. 


Chicago, 
representative 


Schwartz to Lockheed 

Leonard K. Schwartz, manager 
of the aviation department of the 
| Los Angeles Chamber of Commerce, 
|has been appointed public relations 
director of Lockheed Aircraft Cor- 
| poration, Burbank, Cal. 


jsentative for 


Names U. S. Testing 


Parents’ Magazine has retained 
the United States Testing Company 
as technical adviser to its Consumer 
Service Bureau and to do the ma- 
jority of its testing. The magazine 
also maintains a small testing lab- 
oratory in its New York offices. 
Cormmendation seals are 


siders worthy. 


“Topics” Names Etter 


Theodore F. Etter, who has been 
manager of the Detroit office of 
Tenney, Woodward and Conklin, 
newspaper representative, has been 
named western advertising repre- 
Automobile Topics 
with headquarters at the home 
office in the New Center bldg., De- 
troit. 


KWOS Studios Burn 


Fire of undetermined origin de- 
stroyed the studios of KWOS, Jef- 
ferson City, Mo., owned by the 
News-Tribune, Dec. 3. Emergency 
equipment erected at the transmit- 
ter on the outskirts of the city en- 
abled the station to continue regular 
broadcasting the morning after the 
fire. 


Names Erwin, Wasey 
Square D Company, Detroit, has 
appointed Erwin, Wasey & Co., New 
York, to direct advertising of its 
Kollsman instrument division. 


YOU CAN'T MISS...IN PROVIDENCE! 
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MAL ByTETIN’ 


ANG up your sales socks in Providence where Santa's 


pack holds nearly 80°% of all Rhode Island families 


whose buying power since June has jumped $1,000,000 per 


month!* Gains in employment, payrolls and retail sales merrily 
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"ALSO... 
THE LARGEST 


CHRISTMAS SAVINGS 
$3,000,000 
IN 8 YEARS! 


Everybody reads 


roll along as the chimneys of diversified industry in the Nation's 


most industrialized State belch smoke at $50,000,000 worth of 


defense orders. 


ee PROVIDENCE JOURMAL- BULLET 


Sn y ong land: Scooud Largest WVarkel! 


REPRESENTATIVES: Chas H. Eddy Co., Inc. « New York ¢ Chicago « Boston « Atlanta « R. J. Bidwell Co. « San Francisco « Los Ange!*s 


awarded | 
by the bureau to products it con-| 


Newsweek’ Puts 
Own Program on 
Blue Network 


New York, Dec. 18.—‘*Ahead of 
the Headlines,” a program of news 
commentaries which has been spon- 
sored since Sept. 29 by Knapp- 
|Monarch Company, will be taken 
‘over by Newsweek beginning Jan. 
2. The 15-minute program fea- 
tures the editors of Newsweek and 
will be shifted from Sunday to 
Thursday at 10:30 p. m. It will 
be aired over 23 stations of the 
Blue network of the National 
Broadcasting Company. Tracy- 
Locke-Dawson is the agency. 


| Wheeling Steel Adds 40 
With the addition of 40 


stations 


will sponsor “Musical Steelmakers”’ 
on a total network of 91 stations of 
the Mutual Broadcasting System. 
Effective the same date, the pro- 
gram has also been renewed. The 
employe - family show, which has 
been on the air since November, 


7 é, 
oe 


1937, is broadcast Sunday from 5 to 
5:30 p. m. Critchfield & Co. is the 
| agency. 


Benjamin Moore Returns 


Benjamin Moore & Co. will re- 
‘turn “Betty Moore” to NBC for the 
10th successive year, beginning 
March 1, for the annual series of 
talks on interior decorating. The 
program, in behalf of the com- 
pany’s paints and varnishes, will be 


aired Saturday from 10:30 to 10:45) 


a. m. over 41 stations of the Red 
network. The contract was handled 
direct. 


Two Renewed for Colgate 


Colgate-Palmolive-Peet Company 
has renewed “Hilltop House,” in 
behalf of Palmolive products, and 
“Woman of Courage,” for Octagon 
products, effective Dec. 30. Both 
15-minute serials are heard daily, 
the Palmolive program at 
p. m. over 81 stations, and the Oc- 
tagon program at 10:45 a. m. over 
41 stations of the Columbia Broad- 


” 


casting System. Ward Wheelock 
Company handles the Palmolive 
account and Ted Bates, Octagon 


advertising. 
Marrows on Air 


Marrows, Inc., in behalf of Mar- 


o-oil shampoo, will launch a pro- 
gram featuring George Fisher, 
MBS Hollywood reporter, begin- 


ning Jan. 2. The program will be 


broadcast Tuesday and Thursday 
from 12:30 to 12:45 p. m. over 5 
MBS stations, in addition to the 
Don Lee network. Hays McFarland 
& Co. is the agency. 


Guest for Land O’ Lakes 
O'Lakes 


sponsor a 


Land 
will 


Creameries, Inc., 
program featuring 
Edgar A. Guest, starting Jan. 15. 
Guest will be aired Wednesday, 
Thursday and Friday from 4:45 to 
4:55 p. m. over 18 stations of the 
NBC Blue network. Campbell- 
Mithun has the account. 


Two for Sensation 


P. Lorillard Company, New York, 
will sponsor two programs for 
Sensation cigarets over the Colum- 
bia Pacific Network Wednesdays 
jand Fridays from 6 to 6:15 p. m., 
from Jan. 8 to April 14, 1941. The 
programs, to be heard alternately, 
will be titled, “Talk Your Way Out 
of This One” and “Don’t Be Per- 
sonal.” Lennen and Mitchell, New 
York, is the agency 


Plans Franklin Holiday 


The Poor Richard Club, Phila- 
delphia, is planning to have the 
birthday of its patron saint, Ben- 
jamin Franklin, observed as a local 
holiday Jan. 17. The club not only 
will observe the day with a ban- 
quet, which has been held annually 
for 34 years, but it also is asking 
patriotic organizations to lend sup- 
port, urging the display of flags, 
visits to Franklin shrines and school 
observances. 


FM for National Life 


The National Life and Accident 
Insurance Company, Nashville, has 
received permission from the FCC 
to operate an FM eommercial radio 
broadcasting station 


Jan 5, Wheeling Steel Corporation | 


4:30 | 


DUPLICATE IDEA 
& 
Maske it'/ 


PROVE TO YOURSELF 
THAT SUPERTEST IS A SUPERIOR 
MILK AT GRADE “A” PRICE 


Quality You Can Taste 


| A striking similarity in theme and illus- 
tration between this New England news- 
paper campaign, launched in September, 
| and January magazine copy for Camp- 
bell's tomato juice, proves once again 
| that it is virtually impossible to be 


original in the absolute sense. 
| 


| Philadelphia Court Finds 
Movie Promotions O. K. 


| “Cash Quiz” and “Zingo;” two 
new lures for movie customers, 
have been ruled legal by Judge 


| Howard A. Davis in common pleas 
|court, Philadelphia. He found that 
i\the games not only have no ele- 
ment of chance but that they 
| demonstrate superior knowledge, 
skill and close attention. 

In “Cash Quiz” statements are 
flashed on the screen. Each patron 
has a card bearing a tab for each 
statement. If he believes the state- 
ment to be wrong he tears off the 
tab bearing the statement’s num- 
ber. If he believes it correct he 
leaves the tab intact. Awards are 
decided on the basis of the most 
nearly accurate card. 


Smelting Co. to Klein 

The Pennsylvania Smelting Com- 
pany, Philadelphia, has appointed 
Philip Klein, Philadelphia, to handle 
|its advertising. The 1941 schedule 
|calls for space in the financial sec- 
itions of daily newspapers and in 
business publications. 


Appoints Helen Ennis 

Helen L. Ennis, who has been in 
the San Francisco office of N. W 
Ayer & Son for seven years, has 
joined the Leon Livingston Adver- 
tising Agency, San Francisco, as a 
copywrter. 


IHC Using WOWO Talent 

The International Harveste: 
Company is using talent from 
WOWO, Fort Wayne, Ind., for its 
“Farmall Frolics” road shows this 
winter. 


WOULD 


you give 


YOUR 


shirt? 


Would you give the shirt off 
your back for RIGHT adver- 
tising that wouldn't wipe out 
your bank account . . . adver- 
tising that would create a con- 
viction of your integrity .. . 


that would make men and 
women like you, believe in 
you advertising that 


| wouldn't try to be smart but 

| would tell buyers the reasons 

| they'd like the things vou sell, 
persuasively, unforgettably, 
profitably? Have you seen 

the EDIPHONE ads in news- 
papers in the West? Have 
you heard about our PLAN 
of advertising: about our 
COPY; how we get results 
with those? with small ap- 
propriations ? 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CRICAGO 
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ADVERTISING AGE 


Spring-Air Plans 
Mattress Sales 
‘Blitz’ for 1941 


Holland, Mich., Dec. 18.—Spring- 
Air Company is preparing to launch 
its biggest promotion campaign on 
Spring-Air mattresses March 2, 
1941, with a coordinated advertis- 
ing and sales training program 
which has been strengthened by in- 
creasing newspaper and magazine 
appropriations from $100,000 to 
more than $150,000. 

Each week, starting March 2, and 
for 13 following weeks, Spring-Air 
will ask the “Question of the Week” 
in small space in The Saturday Eve- 
ning Post. The question will be 
statements of the advantages of 
Spring-Air mattresses placed in 
question form. The consumer an- 
swer to the question will be run 
each week in 300-line advertise- 


ments in 50 metropolitan newspa- | 


pers. The newspaper programs are 
definitely planned for Chicago, De- 
troit, Cleveland, Newark, Kansas 
City, Oklahoma City, Washington, 
Birmingham, San Francisco, Hous- 
ton, Minneapolis, Des Moines, St. 
Louis, Grand Rapids, Toledo, Cin- 
cinnati, Columbus, Dayton, Atlanta 
and Miami with additional programs 
to be released in January and Feb- 
ruary. 

Two full-color pages in Life at 
the end of March and early in May 
will coordinate during those two 
weeks with 600-line newspaper 
space and also with the weekly copy 
in The Saturday Evening Post. 

A series of large mailing pieces, 
outlining the “Question of the 
Week” program and giving the sales 
answers, will be sent to 8,000 retail 
store buyers and retail store sales- 


‘Dillenbeck Resigns 


men as a part of the sales training | 


program. Assisting in this task will 
be the Spring-Air dealer publica- 
tion, “Spring-Air News,” which will 
be in larger format and will be sent 
to the same list three times a month. 
Two new sound films have been 


produced to back up the program | 
and a nationwide series of sales din- | 
ners will be held in most of the 50 | 


primary market areas. 
“Modern Screen” to 
Stress Beauty Theme 


Beginning with the March, 1941, 
issue, Modern Screen will include 
in its pages a_ special portfolio 


devoted to the problems of beauty | 


care, with each issue 


different subject. 


treating a| 


A “Beauty Supplement” to Mod- | 
ern Screen will be distributed each | 


month, also starting with the March 
issue, among cosmetic sales girls in 
syndicate stores. This publication 


will contain toilet goods trade in- 

formation. 

Names Phillip Andrews 
William Cabble Excelsior Wire 


Mfg. Company, Brooklyn, has ap- 
pointed Phillip Andrews Associates, 
New York, to direct its account. 


mee) 9) bs 
he TROBRIDCE LITHOGRAPHING co 


CINCINNATI 
OFFICES IN PRINCIPAL CITIES 


| 


A. O. Dillenbeck, who has been | 
associated with Buchanan & Co., 


New York, and its predecessor, 
Hanff-Metzger, since its organiza- 
tion, has resigned as executive 


vice-president and director of the 
agency. 


Hotel Names Pepper 

Pass-A-Grille Beach Hotel, Pass- 
A-Grille, Fla., has appointed J. W. 
Pepper, New York, to direct its ac- 
count. Newspapers and magazines 
will be used. 


Slee Joins Springer 

James N. Slee, formerly a mem- 
ber of the New York Stock Ex- 
change, has joined the new business 
department of Springer Pictures, 
Inc., New York. 


Sinsabaugh's Own 
Story, ‘Who, Me?’ 
Scans Motordom 


Detroit, Dec. 18.—The story of the 
automobile industry from its incep- 
tion to the present is embraced in 
the autobiographical ““‘Who, Me?” of 
Chris Sinsabaugh, editor of Auto- 
motive News, a book which is de- 
scribed as 40 years in the making 
and two years in the writing. 

He begins with his adventures as 
a newspaper man in 1890, going 
from there to editor of the leading 
bicycle magazine, a natural step 
into a journalistic place of promi- 
nence in the automobile industry. 
He tells about the development of 


the Automobile Manufacturers As- 
sociation, the National Automobile 
Dealers Association, the Society of 
Automotive Engineers and the Indi- 
anapolis 500-mile race. He takes 
up the story of General Motors, 
Chrysler, Ford and “independent” 
companies. 

Arnold-Powers, Detroit, is pub- 
lisher. The regular edition of the 
book costs $3.75 with the de luxe 
edition, autographed by the author, 
at $7.50. 


Plans Christmas Party 

The New York Financial Adver- 
tisers will hold their annual Christ- 
mas party at the Lawyers Club Dec. 


23 at 12:15 p. m. Dudley Parsons, 


Merrill Anderson 
Long are in charge. 


and James De- 


J-W-T Opens New Offices 

J. Walter Thompson Company 
has reorganized its British offices, 
|maintaining a regular staff inside 
|London and opening two separate 
|production units near Waterford 
and a third outside Manchester. A 
separate service office is being 
maintained inside Manchester. The 
move was taken to give maximum 
service to J-W-T clients in Eng- 
lland who may have decentralized 
their organizations 


D. C. Hooper Appointed 


Donald C. Hooper, who joined 
the new products division a year 
igo, has been named manager of 
ithe newly formed market develop- 
|ment department of Westinghouse 
|Electric & Mfg. Company, East 
Pittsburgh, Pa. 


| 


* 


* 


Oregon Automobile Sales-Up 35.6% 
Oregonian Automotive Lineage—-Up 66,990 Lines 


* During the first nine months of 1940, new passenger car 


sales in Oregon shot up 35.6%. above the same period in 
1939. And the state of Washington gained 34.9°.. The country 


as a whole had to be content with a mere 26.8'. gain. 


* The Oregonian, which has long been recognized as the 


number one automotive medium of the Pacific Northwest, 


chalked up a net gain of 66,990 lines in automotive adver- 
tising for the first nine months of 1940, leading the afternoon 
paper in this classification by 105,288 lines. 


* The conclusion to be drawn from these figures is inescap- 


able: Increased Oregonian lineage results in increased sales 


in this booming “Oregonian market” in Oregon and south- 
western Washington. Do your 1941 advertising schedules 


give sufficient recognition to this fact? 


THE OREGONIAN 


The Great Newspaper of the West 
PORTLAND, OREGON 


PAUL BLOCK & ASSOCIATES, National Representatives 
NEW YORK, CHICAGO, DETROIT, PHILADELPHIA, CINCINNATI, SAN FRANCISCO, LOS ANGELES, SEATTLE 
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Visibility Called 
Major Trend in 
Packaging Field 


New York, Dec. 19 Packaging 
developments of the future, as fore- 
cast by 24 members of the packag- 
ing council of the American Man- 
agement Association, include the 
transparent packages to a 
dominant position, increased simpli- 
fication and a greatly expanded use 
of plastic materials of all kinds. 

The packaging authorities, par- 
ticipating in a symposium, in con- 
nection with plans for the 1941 
Packaging Exposition and Con- 
ference to be held at Chicago, April 
1-4, predicted great developments 
in the direction of visible windows 
and open tops for opaque packages 
and the discovery of new trans- 
parent materials. 

They also forecast the adoption 
of plastic containers for a_ broad 


rise of 


range of products now restricted to | 


metal and glass cartons, and de- 
clared plastic milk bottles a proba- 
bility within a decade. 


Also foreseen was the rise of a 
large market for cooked foods 
sterilized under heat and pressure 


in a transparent package, particu- 
larly if a war shortage of tin 


stimulates government activity to 
develop a new substitute. 

One member of the group pointed 
out that less than 10 per cent of 
shipping containers are employed 
effectively today for advertising 
purposes. He _ predicted a more 
extensive and more effective use of 
this space for advertising purposes. 


Frigidaire Opens 
Pittsburgh Office 


Frigidaire division, General Mo- 
tors Sales Corporation, has estab- 
lished a new branch office in Pitts- 
burgh to distribute its products in 
western Pennsylvania and part of 
West Virginia. P. K. Abry, for- 
merly manager of the company’s 
Kansas City branch, has_ been 
named manager of the new branch 
which is located temporarily at 404 
North Craig street. 

The new office takes over terri- 
tory formerly serviced by the Elec- 
tric Products Corporation. 


| Paramount Adds Two 


George Brown, who has _ been 
handling publicity for the Frank 
Capra unit at Warner Bros. Studio, 
Hollywood, has been made _ studio 
director of publicity for Paramount 
Studios, Hollywood, succeeding Cliff 
Lewis, resigned. Blake McVeigh, 
who has been doing free lance pub- 
licity, will be in charge of press 
relations as Brown’s assistant 


American-Way 
Gets Distribution 
in 15 Markets 


Coordinated Program 


of Home Furnishings 
Makes Progress 


New York, Dec. 18.—Backed by 
consumer and trade advertising 
and with a merchandising program 
that has economic, artistic 
and patriotic significance, Ameri- 
can-Way home _ furnishings this 
week welded the last link in its 
basic distribution set-up. Merchan- 
dise is now on display in 15 cities. 

Growing out of the European 
war with 
facturing and creative sources and 
the resultant American tendency 
toward self-reliance in every field, 
the idea was conceived by Russel 
Wright, industrial designer, as a 
way to bring together contem- 
porary American designers in a 
coordinated program of home fur- 
nishings. More than 70 industrial 
designers, sculptors and artists are 


social, 


‘ , g 
Ses OWS GI reeling s 


We appreciate our 
friendly associations during the past year and wish vou 
all the happiness and prosperity that Christmas and the 
New Year will bring... as we look to the future, we 
sincerely hope to merit \our continued friendly patronage 


Which has contributed so sreathy to our welfare. 


WALLACE-MILLER COMPANY 


/ f 
Pheato -~CMYLUDENS 


{bb W. SUPERIOR ST+ CHICAGO 


its curtailment of manu- | 


currently participating. 

One of the objectives of the 
American-Way program is to make 
the fruits of native talent available 
to homes in the lower income as 
well as the upper income brackets. 
The entire line is made for twe 
specific price levels—for those of 
$5,000 and $2,000 yearly income. 

America Designs, Inc., the cor- 
| porate name for the American-Way 
| program, began functioning in Feb- 
| ruary of this year, and in July the 
| first exhibit of furnishings was held 
{at the Chicago Merchandise Mart. 
The first public presentation was 
made in December at R. H. Macy 
& Co. where Mrs. Franklin D. 
Roosevelt formally opened the ex- 
hibition. 


_ 


Exclusive Franchises Given 


More than 50 # manufacturers 
have been enlisted in the program, 
with each holding the exclusive 
right to the designs he uses in the 
manufacture of certain products. 
Merchandise covers nine classifica- 
tions of home furnishings—furni- 
ture, fabrics, bedspreads, table 
linens, giftwares, glasswares, pot- 
tery dinnerware and artware and 
lamps—and the entire line is sold 


|}to only one major store in a city. | 


several smaller 
various classifications. 
Designers’ names have _ been 
made the keynote of the entire 
merchandising program. As_ an 
important factor in its effort to 


|\In some cities, 
|stores carry 


foster public consciousness of the 
designer, American-Way has _ la-| 
beled all merchandise with a tag 


bearing the name of the designer 
and the American-Way insignia. 
This tag, it is hoped, will become 


a mark of high design and quality 
standards and increase consumer 
recognition for the work of Ameri- 
can designers. 

In November, 
appeared in House 
House & Garden 
Paul Lefton Company. Each of 
the key stores carrying the mer- 
chandise announced the opening to 
the public with full-page copy in 
one or two newspapers. Each store 
financed its own advertising. 
Among the 15 cities in which these 
stores are located are Boston, Hart- 
ford, Conn., New York, San Fran- 
cisco, Pittsburgh, Philadelphia, De- 
troit, Cleveland, Milwaukee, Los 
Angeles, Buffalo and Portland. 


full-page copy 
Beautiful and 
through the Al 


Gift & Art Buyer and Retailing 
have been used in the business 
paper program 


Support for Retailers 


American-Way has kept in close 
touch with retail outlets, furnishing 


them with displays for windows 
and floors and with photographs 
showing how the merchandise 


should be arranged. Copy angles 
for advertising have also been sug- 
gested and all store publicity has 
been steered by the home office. 
The majority of stores have built 
the fanfare for their respective 
American-Way openings around a 
local celebrity. John Steuart Curry, 
the artist, who also participates in 
the program, was the guest at the 


opening at Gimbel’s, in Milwaukee. 
Seven of the designers in the pro- 
gram were present at the opening 
at Horne’s, in Pittsburgh. 

Mrs. Roosevelt’s interest and 
consequent appearance at the Macy 
opening may be traced to the eco- 
nomic and social significance of the 
handicraft program as distinct from 
the manufacturing program. Lack- 
ing organization, American crafts- 
men have worked in a haphazard 
manner, some barely managing to 
eke out a living, in their homes, 
in cooperative groups or in small 
business organizations. As a result, 
their work has been available only 
to those who could travel to the 
source of supply. 

Following a period of intensive 
scouting throughout the country, 
American-Way is now providing 
needed outlets to craftsmen whose 
work is good; design guidance to 
those whose workmanship is excel- 
lent but lacking in wide appeal: 
and instruction in workmanship to 
those who find themselves unable 
to carry out their good designs. 

Every effort is being made to fos- 
ter handicrafts expressive of differ- 
ent regions and to encourage pro- 
duction in sufficient quantity for 
national distribution. 


Among the designers are some 
whose work has hitherto been 
available only to museums. While 


these artists will continue to pro- 
duce on a limited scale in thei 


|homes, their participation has been 


enlisted to lend prestige to the pro- 
gram. 


Tide Water Oil Plans 
S. American Radio Drive 


Tide Water Associated Oil Com- 
pany, New York, began a 26-week 
campaign in South America Dec. 
18, with a radio campaign in Span- 
ish entitled, “Entre Lineas,” or 
“Between the Lines,” an interpre- 
tation of current news as compiled 
by the editors of Newsweek. The 
broadcasts will be Wednesday at 
8:45 p. m., EST, via international 
short wave station WGEO, Sche- 
;nectady, N. Y 


The program, “Veedol Musical 
Moments,” will continue to be 
broadcast each Sunday at 8:45 


p. m., EST, over WGEO. 


Uniform Companies Deny 


Patman Act Violations 


The White Swan Uniform Com- 
pany, which was charged with vio- 
lation of the Robinson-Patman Act 
by not making advertising allow- 
ances available to all of their com- 
peting customers on a_ proportion- 
ally equal basis, has filed an answe! 
with the Federal Trade Commission 


stating that all allowances were 
made on an equal basis. 

The Ruritan Uniform Company 
and the York Uniform Company, 
also charged under the complaint, 
have replied that it is not thei 
policy to grant advertising allow- 
ances. Hearings will be held 
shortly. 
$39,000 for Tourists 

Pennsylvania’s department of 


commerce will spend $39,000 fo: 
advertising to lure tourists to the 
state during the next five month 
Al Paul Lefton, Inc., Philadelphia, 
is the agency. 
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representing housewives in the Den- 
ver metropolitan area who are act- 
ing as individuals and not as mem- 
bers of an association. 


U. §. Launches 


Miles to Thompson 
William T. Thompson Company, 
|Los Angeles, has appointed Ken- 


Probe of Denver 
s 
Food Prices neth Miles, formerly with Philip J. 
|Meany Advertising Company, as 


: . «| general manager. Gerth-Knollin 
Housewives Enter Fight; | Snosisine Agency has been ap- 


Back Safeway in Court) pointed to handle advertising for 
| the company’s vitamin B,. 
Action 


| _ 

| 

-Helman to Lane, Benson 
Denver, Dec. 17.—James Mcl. Gerald M. Helman, copy chief 

Henderson, special lawyer-investi- | and account executive of the L. W. 

gator for the United States Depart-| Ramsey Advertising Company, has 


\Commenten Upheld 


Dividend Tax on 
Out of State 


Washington, D. C., Dec. 17.—The 
provision of Wisconsin’s 1935 divi- 
dend tax law levying an 


assess- 


|ment against out of state concerns 


“on the privilege of declaring and 
receiving dividends out of income 
derived from property located and 
business transacted in the state” 
was upheld by the U. S. Supreme 
Court yesterday in a ruling revers- 
ing a state supreme court decision. 

Although only $50,000 was in- 


ment of Justice Anti-Trust Division, 
has opened offices here to investi- 
gate food prices under federal 
statutes prohibiting monopoly and 
combinations in restraint of trade. 
To that end U. S. District Judge J. 
Foster Symes has granted the de- 
partment’s request that the grand 
jury be called Jan. 6 with instruc- 
tions to investigate food prices in 
Denver and the state. 

This move follows hard on the 
heels of the action of the Food Dis- 
tributors Association of Colorado 
which revised upwards its standard 
“cost of doing business” under the 
Colorado fair trade 
The action of the 
raising the minimum cost of busi- 


ness to 12 or 14 per cent of invoice | 


from the 9 per cent level set a year 
ago is described as “pertinent to the 
Department of Justice investiga- 
tion.” 


competing grocery stores, some of 
the copy being pictured in ADVER- 
TISING AGE last week. 


Housewives Fight Increases 


Meanwhile Denver housewives 
moved into litigation over retail 
grocery prices when a brief was 


filed in the Colorado Supreme Court 
by Wilbur M. Alter, as friend of the 
court, in two cases filed against 
Safeway Stores, Inc., by the Colo- 
rado Fair Trade Association and 
J. E. Heffelfinger. The two cases 
involved in the litigation were dis- 
missed in Denver District Court and 
the plaintiffs appealed. In each 
case the plaintiffs charged that 
Safeway Stores, Inc., was violating 
the state unfair 
selling groceries and other 
modities at less than cost. 
Mr. Alter stated that if Heffel- 
finger and the trade association 
should ultimately obtain the objec- 
tives sought in these actions Safe- 
way Stores and all other grocers in 
metropolitan Denver would be 


com- 


obliged to increase their minimum 


markup on food prices notwith- 
standing such an increase is not 
necessary in order to assure a rea- 
sonable price, and the people who 
are obliged to purchase groceries 
would be the victims. Mr. Alter 
asserted that the allegations in the 
pleadings indicate that Safeway is 
conducting its business on a 9 per 
cent minimum markup and is sat- 
isfied with the the results obtained 
by doing so. Mr. Alter, a former 
justice of the court, said he was 


practices act. | 
association in | 


This move brought about a | 
rash of controversial advertising by 


practices act by | 


| COLUMBIA'S © 
STATION” 
FOR THE 


SOUTHWEST 


FH 


WICHITA” 
KANSAS— 


. . ° ? Mv at ; > “Pe CPaAceESc -AYrria 
lresigned to become vice-president | volved in the three cases carried to 
lof Lane, Benson, McClure, Chicago, the high court, the total levy 
against out of state corporations is 


about $1,125,000 annually. 

Constitutionality of the tax, orig- 
inally set at 24% per cent but raised 
to 3 per cent by the 1939 legisla- 
ture, as it applied to Wisconsin 
corporations, was upheld by the 
Wisconsin supreme court in 1936. 
In December, 1939, the J.C. Penney 
Company, the F. W. Woolworth 
Company, and the Minnesota Min- 
ing and Mfg. Company appealed to 
the state supreme court, contending 
that the tax as it applied to them 
was illegal because they could not 
justly allocate portions of their 
interstate earnings to a particular 
state. 

While upholding the law in gen- 
eral, the Supreme Court's opinion 
held that the litigation be returned 
to Wisconsin courts for a ruling “on 


certain claims relating to the appli- 
cation of the statute to the specific 
dividends here involved.” 

Justice Frankfurter, who wrote 
the majority opinion, held that 
“the substantial privilege of carry- 
ing on business in Wisconsin, which 
has here been given, clearly sup- 
ports the tax. The fact that a tax 
is contingent upon events brought 
to pass without a state does not 
destroy the nexus between such a 
tax and transactions within a state 
for which the tax is an exaction.”’ 


Lloyd to Mathes 


John C. Lloyd, formerly an edi- 
tor of the Magazine of Wall Street, 
has joined the publicity depart- 
ment of J. M. Mathes, Inc., New 
York 


|effective Jan. 1. 


OUT WHERE PREPA 
esc ee ee Lee - pe Coins raads aap 


The constant tap, tap, tap of a steel riveter or 
the deafening roar of a dive bomber on a test flight 
present the glamorous side of America’s preparedness 
program. Equally vital, however, is the steady noise- 
less plucking of cotton bolls from a frost bitten field 
or the muffled hum of sheep shears in the midst of a 
frightened flock. 

For the khaki and the olive drab are of prime 
importance in America’s defense program. 

Oklahoma is mobilized for this phase of filling 
army orders. Always among the leaders of the cotton 
belt, the 1940 crop is indicated as the biggest since 
1933. Fast taking its place among the important 
sheep grazing states, Oklahoma will produce upwards 
of two million pounds of wool this year. Much of the 
shoe leather that will carry the mobilized forces 
through their year of training will come from the 
ranges of the Southwest. 

Oklahoma City is coupled to the middle of this 
supply train. With business already definitely on the 
up curve it stands to bask in the spotlight of “defense 
order” cities for the next twelve months... to reward 
handsomely advertisers who include it on “must” lists. 
AMERICA’S GIBRALTAR 


‘ 
Al 


BE 


Tir Maly AU 
hel } 
ITIL | 


m Eihta fF 
. Wriik i 


SPRINGS 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS 
* KLZ. DENVER (Under Affiliated Mgmt.) 


_ —s ae ee E ng 
EL | E ; ¢ 5 Pe ee Bee: 


+ a ee 2 eee 


Are You Taking Full Advantage of the Stable 


4 
* 


| 


HUMAN @| 
UNLATIUINALN 


© | ” . * * 
’ ’ ' iy A i a f - ) 


THE OKLAHOMA PUBLISHING COMPANY 
* WKY, OKLAHOMA CITY 


* REPRESENTED 


* KVOR, CoLoRADO 


BY THE Katz AGENCY, INC. 
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Annual NIAA 
Industry Survey 
Report Released 


Chicago, Dec. 18.—American in- 
dustry as late as last summer was 
using only 80 per cent of plant 
capacity; administration and over- 
head expenses averaged twice as 
much as selling cost, and selling 


efforts were four times as expen- | 


sive as the advertising done by 
most firms, according to a survey 
of 345 industrial concerns of all 
sizes and types just released by the 
National Industrial Advertisers 
Association. This is the tenth sur- 
vey of its type the association has 
made. 

The 20-page report has tables 
showing the percentage of the sales 
dollar spent for materials, labor, 
manufacturing costs and_ other 
items, including profits; the per- 
centage spent for selling and for 
advertising, broken down by prod- 
uct classifications and also by size 


of companies; figures on the num- | 


ber of companies selling direct and 
through distributors; comparisons 
between budgets for 1939 and 1940; 


administrative information; how 
educational material is charged, 
and detailed break-downs of ad- 
vertising budgets showing’ the 
amounts spent in different media 
such as magazines, radio, direct 
mail, exhibits, catalogs, etc. 

To aid in long-range planning, 
averages of the amounts spent for 
advertising, for selling and the per 
cent of plant capacity sold are 
shown for a five-year period. The 
material is completely indexed. 
This study is prepared annually to 
assist advertising managers and 
other executives in preparing bud- 
gets. The report has been dis- 
|tributed to members of the associa- 
tion, individual copies being avail- 
‘able to non-members at $2 a copy 
|with discounts for quantity lots. 


“Inquirer” Sets Record 


| The Dec. 1 issue of the Sunday 
| Inquirer, Philadelphia, with 179,- 
1/438 lines of paid advertising, was 
|the largest in the publication’s his- 
| tory. The paper included a 32-page 
}colorgravure section advertising 
|Christmas merchandise of N. Snell- 
enburg & Co., Philadelphia. 


Otto Seifert Resigns 


Otto Seifert, sales manager of 
Wincharger Corporation, Sioux City, 
maker of wind-electric equipment, 
| has resigned. 


Frankel to International 


‘St. Louis Junior Ad 
Club Plans Program | 


| A program series for 1941 based | 
on actual problems in advertising 
is planned by the St. Louis Junior | 
_Ad Club, plans covering the entire | 
‘field of merchandising and adver- | 
tising from origin of the product 
ito the completed steps of present- 
|ing the new product to the public. 
| Speakers, whose Tuesday night | 
| talks will be in sequence and rep- 
‘resent a complete step in the| 
|development of the hypothetical | 
|product, will include James Cole- | 
|man, David G. Evans Coffee Com- | 
pany; Richard Earl Sharp, Anfen- | 
'ger Advertising Agency; Harry R. | 
/Elliot, Harry R. Elliot & Associates, | 
land Edward Lanz, American Can | 
/Company. | 


‘United Adds Stuart | 


| H. Malcolm Stuart, formerly with 
|\J. Stirling Getchell, Detroit, has 
{been appointed national representa- 
‘tive of United Advertising Corpora- 
ition, New York. He was previously 
‘with Campbell-Ewald Company, 
Detroit, and Standish Barnes Com- 
pany, Providence, R. I. 


John D. Frankel, formerly in the 
advertising department of Bruns- 
| wick-Balke-Collendar Company, 
jhas been named advertising man- 


ager of International Filter Com-_| 
|pany, Chicago. 
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tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 


ping of the completed job—are 


be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 


drop in at our office and discuss 


their printing plans with us. 
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OUR PLANT AT 124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- =” 


of any size can 


nt for buyers to to 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. 
a Catalog, Publication, Book- 
housed in this modern, fire-proof let, 
of advertising literature, from 
the very first step to the last, 
each is handled by men with 
years of experience in the 
highest standard of quality. 
We welcome an opportunity 


your next job of printing. 


| 
| 
| 


Be it 


Broadside or other form 


cooperate with you on 


CHICAGO 


QUICK PICTURE OF NEWSPAPER ADVERTISING 
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CPARTMWEANT STORES 


Media Records’ chart showing newspaper advertising records for November, and 
the first 11 months of 1940, compared with last year. 


Face Cream and 
Powder Added to 
Jergens Line 


Cincinnati, Dec. 19.—On the 
heels of a substantial sales increase 
in 1940, Andrew Jergens Company 
has revealed plans for increased 


GE Sunlamp 


Copy Promotes 


Vitamin Idea 


New York, Dec. 18.—Seeking to 
cash in on the fact that the public 
is “vitamin conscious,” General 
Electric Company is planning a na- 
tional magazine campaign this 
winter for its line of sunlamps. A 
record season for sunlamp sales is 
forecast by G-E executives, who 


advertising next year, to be fea-| believe the sunlamp has graduated 
tured by the introduction of two | from the novelty class. 


new products scheduled for heavy 
promotion. 

The additions to the Jergens- 
Woodbury line will be a face pow- 
der and a face cream, both to bear 
the Jergens label. Both will be 
advertised extensively with color 
insertions in national magazines. 
Magazines and radio promotion of 
Woodbury powder and cream will 


, be continued. 


Jergens-Woodbury will continue 


'to use one hour of radio time each 


week in 1941. Instead of 
shows, there will be four. 


three 
Walter 


| Winchell and “The Parker Family” 


have been renewed and will occupy 
the 9-9:30 p. m. time on the Red 
network of the National Broadcast- 
ing Company. 
Two New Shows 

In place of the Wednesday eve- 
ning “Hollywood Playhouse” show, 
there will be two other following 
quarter-hour programs on NBC 
Red. One will feature Tony Mar- 
tin, and the other a new audience 


participation show called “How 
Did You Meet?” 
Plans for next year were dis- 


closed following a series of sales 


|meetings here, in New York, Cali- 


fornia and Canada. At the head- 
quarters meetings here, sales plans 
were outlined by J. S. Hewitt, vice- 
president in charge of sales. R. V. 
Beacus, vice-president in charge of 
advertising, and Robert W. Orr, 
vice-president of Lennen & Mitch- 
ell, agency for Jergens-Woodbury, 
presented advertising plans. 

Outside speakers at the Cincin- 
nati meetings included Niles Tram- 
mell, president of NBC; Paul 
Schramm, The American Weekly: 
Stanley Clark, This Week; Robert 
Eichelberger, Curtis Publishing 
Company; Winifred Mulcahey, 
beauty editor of Fawcett Publica- 
tions; and Edyth Thornton McLeod, 
cosmetic stylist. 


GM Moves Cowles 


LeRoy E. Cowles, for past two 
years a member of General Motors 
department of public relations staff 
in Detroit, has been transferred to 
San Francisco as assistant to Don- 
ald Still, manager of the depart- 
ment’s western offices. Cowles has 
been in the department of public 


relations since 1936 when he joined | 
“Parade of | 


the General Motors 
Progress.” Prior to that time he 
Was assigned to the Fisher Body 
Craftsman’s Guild activity 


Joins National BBB 


The Des Moines Better Business 


| Bureau has been admitted to mem- 


bership in the National Association 
of Better Business Bureaus. 


| 


Promotion of the G-E health 
lamp will feature the use of the 
seal of acceptance granted by the 
Council on Physical Therapy of the 
American Medical Association. 
Copy will also feature the need for 
Vitamin D and the product’s high 
output of radiation in the “near” 
ultra-violet range. 

National magazine copy is sched- 
uled throughout January, February 
and March in Baby Talk, Hygeia, 
Life, Parent’s and Time. Retailers 
will also be supplied with news- 
paper mats, point-of-sale displays, 
booklets, folders, and other 
helps. 

Several different models and two 
types of sunlamp bulbs will be 
offered, and copy will also mention 
three types of heat lamps. The ac- 
count is handled by Maxon, Inc. 


Marks 75th Birthday 


The Tobacco Leaf, oldest tobacco 
business paper, will celebrate its 
75th anniversary with a diamond 
jubilee number, to be issued Dec 
28. The weekly business paper has 
not missed an issue since it was 
founded. Carl A. Werner, presi- 
dent and publisher, has been editor 
for the past 40 years. 


Shufflette to Schnake 


Shufflette, Inc., Milwaukee, maker 
of the game of that name, has 
appointed Schnake Advertising 
Agency, Milwaukee, to handle its 


sales 


|advertising. Direct mail and maga- 
| zines will be used. 


Favored by 
ADVERTISERS 
because it’s a 


FAVORITE 


with listeners! 


EDWARD PETRY & CO. 


B ON THE NBC RED NETWORK 
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Lysol Spies New 
Opportunities in 
Service Stations 


Feminine Motorists Told 
About ''Hospital- 
Clean" Rest Rooms 


New York, Dec. 19.—Seizing a 
golden opportunity provided by 
major gasoline companies, Lehn & 
Fink Products Corporation will 
open up an entirely new field of 
consumption for Lysol next spring 
with magazine copy promoting 
“Lysol-clean” rest rooms. 

The consumer promotion, tying 
in with spring and summer tourist 
travel, follows the Lysol campaign 
in gasoline business papers which 
Lehn & Fink launched about two 
years ago as petroleum advertisers 


went into high gear on the nation- | 


wide promotion of clean rest rooms. 
Station operators have been urged 
to take advantage of 
reputation and make 


their rest 


rooms not only clean but “hospital- 


clean with Lysol.” 

Full-page copy in May and June 
issues of ten women’s magazines 
will enlist feminine motorists in 
the effort to increase the sale of 
Lysol by telling them to look for 
rest rooms cleaned with Lysol—‘“as 
clean as your home.” The new 
theme is expected to hold a potent 
appeal for motorists accompanied 
by children. 

Promotion of Lysol was seen as a 
logical follow-up to the clean rest 
room campaign in that it offered 
service station operators a method 
of following the gasoline compa- 
nies’ advice to keep their comfort 
facilities spotless. In addition, the 
use of the disinfectant will give the 
promotion of clean rest rooms a 
competitive angle. It is felt that 
women motorists, offered the choice 
of clean rooms in a variety of sta- 
tions, will prefer those cleaned with 
Lysol. 


Has Identifying Sign 


The rest room cleaned with Lysol 
is identified by a sign, “This rest 
room is kept ‘hospital-clean’ by the 
daily use of Lysol,” which may be 
obtained by service station opera- 
tors on request from retail drug- 
gists or Lehn & Fink. No certifica- 
tion of the use of Lysol is required 
to obtain the sign but the company 
feels that women are sufficiently 
familiar with the disinfectant to 
guarantee that the sign will be used 
only where Lysol’s distinctive odor 
pervades the rest room. 

If the campaign has its expected 
result, retail druggists, who have 
sold Lysol almost exclusively to 
women, will be selling to an en- 


tirely new class of Lysol consumers, 
the service station operators. 

A booklet on the various uses of 
the disinfectant, which is offered in 
Lysol 


all advertising, contains a 


the Lysol | 


page headed “When You Motor” 
with the following advice: “Tell 
the service station which you 
patronize that you would appreciate 


his cleaning the rest room with 
Lysol. And when you go touring, 
be sure the filling station § rest 


rooms you patronize are kept extra 
clean by the daily use of Lysol.” 

| Lennen & Mitchell is the Lysol 
| agency. 


Publisher Appointed 


to Penn Liquor Board 
Frederick T. Gelder, publisher 
and editor of the Leader, Carbon- 
dale, Pa., has been appointed a 
member of the Pennsylvania Liquor 
Control Board at $10,000 a year. 
This is the first time a publisher 
has been appointed to the board. 


Forbes, Hudson Move Up 

William E. Forbes has _ been 
appointed general manager of Co- 
lumbia Management of California, 
Inc., the CBS owned Hollywood 
talent agency. He will be succeeded 
as head of national sales service 
for CBS on the Pacific Coast by 
Hal Hudson, who moves up from 
program service manager at Sta- 
tion KNX. 


Raymond Adds Two 


L. Raymond Company, Los An- 
geles, has added Brent F. Cahoon, 
formerly with O. S. Tyson & Co., 


New York, as account executive, | 
and Joey Benet Hanau, formerly 
with Advertising Counselors, Inc., 


Phoenix, as copy chief and director 
of radio production. 


Monsanto Promotes Two 
Frederick C. 
manager of the 


Renner, assistant 
New York branch 
of Monsanto Chemical Company, 
has been promoted to assistant 
manager of sales of the company’s 
organic chemicals division with | 
headquarters in St. Louis. Clare F. 
Trombley, in charge of sales of the 
organic chemicals and _ phosphate 
division at Everett, Mass., has been 
|made assistant general branch man- 
}ager of the company’s district sales 
| Office in New York. 
|}ments are effective Jan. 1, 


‘Dallaire to Gerber 
| Victor Dallaire, formerly with 
United Press, has joined the pub- | 
| licity department of Joseph R. Ger- | 
ber Company, Portland, Ore., | 
agency. 


Both appoint- | 


Sternberg to Jasper, 
Lynch; Two Name Agency 


H. Sumner Sternberg has resigned 
from William H. Rankin Company, 
New York, to become vice-president 
and merchandise counsel of Jasper, 
|Lynch & Fishel, New York. 

The agency has been appointed to 
|direct promotion of the New York 


| Poultry Show, to be held beginning 
|Dec. 31 at the Capitol Hotel. 
jropolitan newspapers will be used. 


Met- 

|Hotel Maxine, Miami Beach, Fla., 

jhas also appointed the agency to 

lhandle its account. Eastern news- 

papers will be used. 

| 

| iain 

Forms Baldwin Studio 
Francis G. Baldwin, Jr., has or- 


ganized an advertising studio at 
704 Race street, Cincinnati. 


| 
| 
| 


From 
Director of Media 


SHERMAN K. ELuis & COMPANY 


ee ae ee a 


€. Adve rhising 


Sure -=- every magazine 
can get prominent people 
to subscribe. What I 
want to know is what 
magazine is actually read 
by important people. 


a 


Yes, Mr. Pratt: 


Here are the Results of Six Surveys made on 1200 
UNITED STATES NEWS subscribers, a total 
of 200 subscribers in each of the following places: 


35.2% of CONNECTICUT .... 
PENNSYLVANIA . 
ILLINOIS. ...... 
MASSACHUSETTS 
NEW YORK CITY 
NEW YORK STATE 


33.7 
42.2 
40.4 
34.4 
37.8 


. 


¢ 
¢ 


« 


¢ 
¢ 


* 


. 
ising Agency 


subscribers 


subscriber: 


subscribers 


subscribers 


subscribers 


said that to the 


said that to the ("A 


VITED 


subscribers said that to them © THE UNITED STATES NEWS 1s the 
© (2nd magasine recetwed 197%) 

said that to them © THE UNITED STATES NEWS ts the 

© (2nd magazine received 26.3%) 

s said that to them ¢ THE UNITED STATES NEWS is the 

© (2nd mayasine received IS S%) 

said that to them © THE UNITED STATES NEWS is the 

© (2nd magasine received 23.6%) 


STATES 


© (2nd mayasin 


NEWS 


ree ewed 


is the 
15.6% ) 
MED STATES 


© (2nd magazsme 


VEWS 


received 


is the 
21.4%) 
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United Front on Legislation 


The extreme proposals contained 
in the Voorhis bill, reported in 
ADVERTISING AGE last week, are typi- 
cal of the sort of attacks on adver- 
tising which may be expected in 
Congress and the state legislatures 
in 1941. Advertising interests have 
had to be on guard against unrea- 


sonable legislative restrictions and 
against specific tax proposals for 
some time, but all of the indica- 


tions are that this effort will have 
to be redoubled if we are not to 
run into serious trouble during the 
coming hectic legislative year. 
There are many important and 
useful associations in the advertis- 
ing field which have been giving 
attention to legislative matters and 


handling them as effectively as 
possible. Advertisers, agencies and 
media all have their own groups, 


each of which has a specific set of 
activities of special interest to its 
own members. But legislative mat- 
ters represent a common ground 
for joint action, and suggest the 
advisability, indeed the necessity, 
for presenting a common front. 
United action with a program rep- 
resenting the viewpoint of the 
entire industry is needed to meet 


the requirements of a difficult and 
complex situation. 

There been discussion for 
some time of the necessity for set- 
ting up such a joint activity. In 
fact, ADVERTISING AGE 
cated such a program editorially 
for several years, and the reaction 
to these suggestions has made it 
that such a plan has the 
approval of all responsible elements 
in the field. Thus there is complete 
agreement as to the need, and all 
that remains to be worked out is 
the particular plan which is best. 

We have no doubt that such a 
program will be carried to comple- 
tion just as speedily as possible, 
and since legislative mills all over 
the country will begin to grind 
once more with the advent of the 
new year, it is obvious that time 
is important and that no undue 
delays should be allowed to inter- 
fere with setting up the necessary 
machinery for handling all infor- 
legislation, national and 
the 
based on 


has 


has advo- 


clear 


mation on 
state; deciding on 


course of 


proper 
expert 
advice and first-hand knowledge of 
correct procedures; and then 
cuting the approved program. 


action, 


exe- 


Mass Production in Advertising 


Much of the discussion of adver- 
tising as a means of creating and 
maintaining mass production as an 
essential complement to mass dis- 
tribution fails to emphasize prop- 
erly the part that modern manu- 
facturing methods have played in 
applying the principles of mass 
production to advertising. The de- 
livery of large circulations at low 
rates, to mention only one phase of 
the subject, would have been im- 
possible had not publishers been 
interested in utilizing the facilities 
of modern engineering and research 
in the development of the most 
efficient methods of producing ad- 
vertising media. 

Because of the important part 
that the manufacturing processes 
play in the development of low cost 
advertising facilities, which are in 
keeping with the philosophy of 
low-cost mass production of com- 
modities, every advertising medium 
carries the responsibility for mak- 


ing its own individual contribution | 


to the economics of advertising in 
this way. The use of obsolete 
equipment in printing and in other 
phases of media production is a 
handicap to advertising and to 
industry just as is the use of anti- 
quated production machines in the 
factories of companies making 
commodities for general use. 


Until a few years ago the manu- 
facturers of equipment for the 
graphic arts were accused of lag- 
ging behind the procession of mod- 
ern industry. While machine tool 
builders, for example, have made 
such rapid progress in design and 
production as to render machinery 
of this type 
years, the statement 
few years ago, without serious 
challenge, that printing presses, for 
example, had not been improved in 
any basic respect in a 
thirty years or more. 

We do not believe that such an 
assertion could be made today. The 
producers of equipment used in the 
production of advertising media 
have been doing their share of re- 
search, and have 
their findings to 
of more efficient equipment 
methods. The same _ is 
manufacturers of paper, ink and 
of the other accessories re- 
quired in the graphic arts. That is 
one of the reasons why advertisers 
are enjoying the benefits of lower 
unit costs for the delivery of their 
messages to the public. 


obsolete ten 


made a 


every 
was 


period of 


been applying 
the development 
and 


true of 


many 


That sort of progress is big news 
for advertisers, and we wonder 
why those who are making these 
important contributions not 
saying more about it. 


are 


WHICH AGENCY OFFICE IS THIS? 


"They're just a coincidence. Your turn 


Collier's 
should be reached within 20 minutes.” 


Ad-libbing 


Free Milk 

Milk is flowing like water up in 
| Superior, Wis., as the result of one 
|store advertising it at five cents a 
'quart. This store also advertised 
that the milk was not a loss leader, 
that customers were welcome to 
buy milk at the five-cent price and 
nothing else if they chose. Two 
competitors immediately jumped 
into the fray by offering milk free 

one quart with each beef or veal 
roast. As yet no reports have come 
in that the stores are actually pay- 
ing the customers money to have 
the milk taken away. 


The Great Grimblestone 
Professor Grimblestone has re- 
cently completed a rather interest- 
|ing survey for the Postage Meter 
|Company, maker of those devices 
that stamp, seal and send letters a 
mile a minute. Unusual about this 
survey was the Professor’s ex- 
pressed intention of proving beyond 
a shadow of doubt that metered 
mail was a menace to. business. 
How the Professor came out is told 


i 
| 


| 
|with pictures and stories in a new | 
/booklet gotten up by Dickie-Ray- 
|mond, Inc. We can’t repeat all that 
the Professor discovered but we 


/can tell you that he is now working | 


on a survey as to why bees don't 
|like honey and that metered mail 
| still hasn’t been labeled a menace. 
Jottings 

| The Westinghouse advertising 
department deserves some sort of a 
lthank you for the letter recently 
‘sent publishers’ representatives. 
|The letter (mailed in plenty of 


|time) informed the reps that, be- | 


cause of a distributors’ convention 
| Dec. 5-8, the advertising and sales 
|departments would be pretty busy, 
and suggested the said reps adjust 
| their itineraries to come at another 
\time. . . 

We've found a dog for that rough 


land tough fellow who has long 
been appearing in the Hastings 
Steel-Vent piston ring copy. The 


dog made his bow recently in Pard 


copy under this head, “Sure I’m 
Tough—but I’ve got a_ delicate 
stomach!” 


AMERICA'S SECOND NIGHT OF LIGHT 


Let’s Light Up 


Again This Christmas Eve- 


AMERICAS NIGHT OF LIGHT 


a SIN yours age. as the tramp of 
wiviong tranps rang on the cobbles 


heb Ser Bdward ¢ sened trom hes 
wdew in the Brith Foreign Office and 
howed hes head “The harm Ps ore grng aut @ 
er borane. we shall eat eee therm bt agarn 

+ Wihetwne.” te sand 
tattle did he know that hes figure of 
speech would heoome frightening! real 


whirl w 
far bench tow ard the te mold stor vevh 
frome the taghe 

' here Nomen ne we watch the 
harkens. cheep tel ot tomscthee the exlges 


4 all or trees Thee ( Derecteees 1900, « 


feat many of our yeung men far free heare 
Thee Chrestmas bee on thenssands of tarmely 
groups. ther shsence will he felt, No one of 
oo will eet he sabered by thoughts of these 
we know im camp, or on the see. Christmas their 


well cant he the carne thes your. wetieet them hes 


factorves ther 


and lanterns gowed in the windmws of 


ionely herders shacks and huge buildings 
ere lighted m every room. Amernecans re 
sponded and the Vighs of Light was born 
Thee Christmas, we Americans face « 
world even blacker than last year A chaos 
of darkness which challenges our every he 
het and hope 
Thee veer, agen. | am ashing our relig 
sous political and crv leaders to cooperate 
on celebrating thes second Night of Light But 
proclamation: are potent only as they om 


ho the will and spirit of the peaple 


bet frm dmek re mndimeghs” 
+e man aoe what we mran by the 
American wes o/ hfe So ther we tmorwone 
er ne remome omer beter fs Mededarate ome 
eotwes io the rettetnems whch made oo—and 
he athe he * on om oe 

pubbe buildings Ca 


(hurs os the last «umes of the world will pow 


hgit your corner of « this Christmas F ve? 


Pr fete 


PUBLISHER, LIBERTY MAGAZINE 


Liberty again sponsors a “night of light’ as a striking contrast to the blackout 


that continues to 


engulf all Europe. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 


|executive writing on his business 
letterhead. 
No. 1747. Selling the Food Packer. 


The Canner offers this new study, 
which reviews the canning indus- 
try and analyzes the market to 
show its sales opportunities. The 
booklet lists many of the various 
items food packers buy, outlines 
problems of the industry, and 
shows how The Canner_ covers 
these problems editorially. 

No. 1748. 
ket. 

“Where do you get this ‘second- 
ary’ market stuff?” the Grit space 
salesman says to the media man 
during his solicitation of a tooth- 
paste account. The selling talk, 
with facts and figures, is recounted 
in a new booklet of Grit’s series, 
telling the story of the small town 
market. 


A Secondary (?) Mar- 


No. 1749. Survey of Fashion Sheets 
and Patterns. 

Simplicity’s Prevue Magazine has 
issued this report of a survey of 
pattern buying and pattern sheet 
reading habits. Personal _ inter- 
views with 2,531 women form the 
basis, with pattern sheet reading 
verified by investigation of copies 
in the homes, and identification of 
advertisements checked by the 
masked advertisement technique. 
No. 1750. The 
ing Market. 


Operative Builder and Contractor 
has issued this analysis of the home 
building business, which outlines 
the causes and effects of the evolu- 
tion the field is going through, and 
shows how this publication's edi- 
torial coverage fits the new order 
Reader interest is indicated in a 
series of letters. 


Residential Build- 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 
to bring more people out of doors 
in the winter months. The story 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter months. 


No. 1722. Why Should I? 

“Advertise in Our Sunday Visito 
and The Register” finishes the ques 
tion of the title, and the pages « 
this brochure offer numerous re: 
sons. The papers’ editorial appe 
and reader response are discussed 
and information is provided 
cerning the number of reade! 
where they are, and their buying 
ability. Rate and circulation dat 
are included, as well as some ad 
vertisers’ success stories. 


x 


con- 


No. 1708. Semi-Annual Report. 
In this bulletin, which is ad 
dressed to its advertisers and the 
agencies, The United States Neu 
reports on its progress. The bulle 
tin enumerates the extra benefits t 
subscribers through the _ public: 
tion’s change to magazine forma’ 
January 1, and reveals the added 
interest shown by increased circu 
lation and newsstand sales. 
No. 1744. 
1941. 


The Class Market 


U.S.Camera Magazine has issue 
this study, which provides a go 
picture of a typical U. S. Came? 
reader—his occupation, income, in- 
photograph 
equipment, and 


terests aside 
expenditure 
other details. 
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Jor ALWAYS opened up the cartons of 
display material before he threw out the stuff. 
That’s how he met the Briar Rose Girl. 

Most of the cosmetics display pieces were 
pretty terribie, Joe thought. They generally 
showed a girl. And the girl was usually some 
smirking professional model, trying to register 
oomph or kiss-papa. But this girl was different. 
She was life-sized, healthily pretty, and her 
natural coloring set off by a red evening 
gown. To Joe, she looked like somebody you 
could really go for in a big way, and introduce 
to the folks. She was .. . Then Joe realized 
that she was only a lithograph . . . The Briar 
Rose line was no world beater, but Joe felt 
that Mr. Garber ought to see this display . . . 

Doc Garber looked up from his pestle 
pounding. “Hmm,” he said. “I think you got 
something there.” And then, “Maybe we 
ought to give it a whirl. Put it in the north 
window front, and spread a lot of Briar Rose 


stuff around. We might move some of it . . .”’ 


So rue Briar Rose Girl became a tenta- 
tive tenant in Garber’s window, at Fourth and 


Main. She moved in Saturday morning. 


The Girl IN GARBER’S WINDOW 


At nine-five, Ella Potts, the town’s best 
dressmaker, was hurrying down Main Street, 
wondering how to figure a dinner dress for 
Mrs. Wilcox, whose narrow shoulders didn’t 
match her wide hips. The Briar Rose Girl’s 
dress suggested a strapless possibility. Ella 
remembered that her cold cream jar was 
getting close to the bottom, and cold cream 
was cold cream to Ella. So the Briar Rose 
Girl made her first sale. (And Ella sold Mrs. 
Wilcox a second dinner dress!) 

Art Sommers left the factory at twelve, 
vaguely aware he had forgotten something. 
The Briar Rose Girl caught his eye, looked 
a lot like Jessie, his wife, when Jessie was 
young. Then he remembered. Holy sailor! 
His fifteenth wedding anniversary. The Briar 
Rose Girl made a sale for the nearest jeweler, 
made Mrs. Jessie Sommers a lot happier. 

Mollie Meyers, waiting on the Garber 
corner for a bus, looked over the Briar Rose 
display. That jane in the window certainly 


had class. Mollie wondered if she did put on 
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too much make-up, like Ma said. Maybe the 
sweet, simple and girlish idea was the McCoy, 
after all. She stopped for some face powder, 
Briar Rose, and some face tissues. 

The Briar Rose Girl made friends, and 
sales, that Saturday. Doc Garber told Joe to 
clear the Heating Pad Special off the stand 
near the door, break out some Briar Rose 


stuff there, and give it a ride. 


From THAT TIME ON, the Briar Rose Girl 
was an old settler in town. She reminded Mrs. 
Gus Hornblow that a woman of forty-three, 
and slightly overweight, wasn’t dead yet. Mrs. 
Hornblow picked up three Briar Rose items, 
found more satisfaction in her mirror. And 
that night Gus asked was she doing her hair 
up different, or something? 


Pete Harris thought of Marjorie when 


ae 


he saw Garber’s window. Marjorie was really 
pretty swell, and why put it off any longer? 
He came into Garber’s and phoned Marjorie. 
Another jewelry sale, and some furniture. 

Kate Fahey noticed that the Briar Rose 
Girl had hair like her own, wondered if she 
dared to wear a red dress. Maybe Briar Rose 
could do something for freckles? Kate proved 
to be right on both counts. 

The Girl gave a lot of women in town a 
good break, but they didn’t know it. Addie 
Brewster, who had the beauty shop, studied 
the Briar Rose Girl's hair-do, and did likewise 
to the advantage of her customers. 

Old Mrs. Partridge was persuaded 
that nice girls could use Briar Rose, 
and Mrs. P. laid in a line, gave up 
scolding her grown-up daughters. 


The Girl stopped Chet Cosgrove y 
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from going into a tavern, and sent him home; 
and was really responsible for Ethel Lotz 
being noticed by the boy next door, taken 
to the Alcazar the next night, with loge seats 
and double nut sundaes afterwards. 

And she put the Briar Rose line on the 
map in the two weeks before she was taken 
out for a scheduled display. Alec Garber still 
has her stuck up over his desk in back, where 


she keeps on selling him Briar Rose. 


A coop pispLay piece in a store is your 
last call on a customer—before the customer 
calls on you. It can be good advertising, that 
interests, pleases, persuades. It can be a strong 


salesman, close to the cash register. It can 


Copyright, 1940 
This insert lithographed by ELNSON-FREEMAN CO 
‘vont cover plates made directly from negatives 
by the deep etch process 


create prestige, where prestige pays off. And 
it has trade influence as well as public pull. 

Good display costs money, but makes 
money. Poor display loses money—and sales 
opportunity! So if you use display, the best is 
by far the cheapest! 

We concentrate on store displays. We 
produce many of the best you see, for many 
of the most successful merchandisers. Our 
displays rarely cost more, but invariably earn 
more—because we put SEE, SENSE, and SELL 
into superlative lithography. 

Remember Einson-Freeman. And when 


you're ready to talk to us, say when! 


THE COLOR PHOTOGRAPH 
on the cover is by Paul Hesse, 
Courtesy of Contouré, Inc. 

Served by L. C. Gumbinner, Adv. Agency 


EINSON-FREEMAN CO.) wwe. 
Displays that Sell 


GENERAL OFFICES AND PLANT « LONG ISLAND CITY, N.Y. 
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ADVERTISING AGE 


Leather Held 
Essential in 
Children’s Shoes 


New Campaign to Lay 
Emphasis on Subject of 
Materials 


St. Louis, Dec. 18.—The value of 
the outside viewpoint will be effec- 
tively demonstrated in 1941 adver- 
tising of three subsidiaries of In- 
ternational Shoe Company, _ the 
country’s largest producer of chil- 
dren’s footwear. Though these di- 
visions are keenly competitive, a 
subject of such primary importance 
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Two strikes on Jimmy 
wal ALd Ld ASHI A’ on vital poerts” 


Becnuse his sho 


RED GOOSE Ofees- 
vl SRIEOMAN - SHELBY SHOES 


@raas or aan aeoes 


Typical copy showing how the Red 
Goose division will tell the “leather in 
vital parts’ story. 


has been uncovered that all will de- 
vote their individual campaigns to 
it, Byron A. Gray, president, told 
a joint meeting of salesmen today. 

The advertising will revolve 
around the all-leather construction | 
of the various brands marketed by 
the three branches, asserting that 
the growing feet of children require 
the support which is given only by 
sturdy, flexible leather. The slo- 
gan, “All leather in vital parts” will 
run through every piece of copy, 
bringing to the fore a basic theme 
which, strangely enough, has never 
been used in a campaign in this 
industry. 

Details of plans were related to 
their respective division salesmen 
yesterday by Eugene R. Rison, ad- 
vertising manager, Roberts, John- 
son & Rand division, sponsor of 
Poll-Parrot and Star brand shoes 
for boys and girls; Luke Collins, ad- 
vertising manager, Friedman- 
Shelby division, Red Goose and 
Friedman-Shelby shoes, and A. L. 
Johnson, advertising manager, 
Peters division, specializing’ in 
Weather-Bird and Diamond brands. 


Find Fact Shortage 


The new campaign will be based 
on a survey by Henri, Hurst & Mc- 
Donald, Chicago agency, which re- 
vealed that while a large majority 
of the country’s mothers instinc- 
tively favor all-leather construction 
in shoes for their youngsters, they 
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‘ tT ; thats why they FIT better 
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The Peters division tells the same story 
of leather in all vital parts in a slightly 
different manner. 


|} son, 


possess little or no_ information 
about the advantages of this mate- 
rial and the identity of the brands 
which offer it. This lack of facts 
is equally conspicuous among shoe 
retailers and their salesmen, accord- 
ing to the survey, which found the 
trade singularly lacking in knowl- 
edge of the materials and methods 
employed in the manufacture of 
the shoes upon their shelves. 
Of the women queried, 94 
cent indicated that fit is the most 
prized quality in children’s shoes; 
70 per cent asked for durability, 52 
per cent laid stress on price and 48 
per cent on proper construction. 
Since the agency construed all of 
these demands as pointing to leather 
in key parts—counter, insole and 
heel base—the campaign almost 
wrote itself, particularly after dis- 
section had revealed that a surpris- 
ing large number of brands em- 


per 


° | 
ployed materials other than leather, | 


even in the parts referred to. 

Advantages of Leather 
While the agency has made a 
studied effort to refrain from sen- 
sationalism in its presentation of 
these facts, and to tell the story of 
its own clients only, H. E. Christian- 
account executive, who at- 
tended the sales gatherings here 
this week, predicted that the new 


VARIED APPROACH 


Uncle Sam Demands Leather 


1 VITAL PARTS OF THE SHOES HE BUYS 


oo rwe same 


For Your Boys and Girls 


OfmMAND 


-s Poll- Parrot str 


awe STAR BRAND smwoes 


How the Roberts, Johnson & Rand divi- 
sion will tell its all-leather story. 


campaign “will revolutionize shoe 
selling.” 
One advertisement for Red Goose 


and Friedman - Shelby lists 


shoes 


natural form for the 
original shape longer. 

“Leather insoles conform natur- 
ally and more properly to contours 
of the feet—a comfort feature! 

“Leather construction throughout 
assures that Red Goose and Fried- 
man-Shelby shoes can be _ resoled 
with greater satisfaction.” 

The three campaigns will appear 
in The Country Gentleman, Farm 
Journal and Farmer's Wife, Good 
Housekeeping, Holland's, Life, Ma- 


foot—retain 


° ° . | 
demoiselle, and Parents’ Magazine. 


In addition, the Peters division will 


use Woman's Home Companion; the | 


Roberts, Johnson & Rand division, 
The Ladies’ Home Journal, and the 
Friedman-Shelby division, McCall's. 


The campaign begins in February | 


and continues through the year, full 
pages being the usual unit. Deal- 
ers will be tied into the campaign 


with some dramatic display mate- | 


rial, 

Increases Trim Size 
Photographic Retailing has_ in- 

creased its trim size, going from 


8!o x lll» to 9 x 12. It has also 


the superior qualities of leather as| added color to its editorial pages. 


follows: 
“Leather, 
fiber, affords greater resistance to 
both wear and weather. 
“Leather counters provide a more 


because of its natural FM for WWSW 


| The FCC 


has granted 
Pittsburgh, 


permission to adopt 


17 
“Draft Notice” with 
Financial Follies Bid 
Invitations to the Financial 


Follies of 1940, annual event of the 
Financial Writers’ Association, 
which was held in New York Nov. 
29, were accompanied by a volumi- 
nous “Draft Notice,” patterned 
after the official document and 
requesting such information = as 
“Should women cross their legs in 
subway trains?” and “Do you see 
F. D. R. behind every bedpost?” 
“Your number is up,” read the 
introduction. “You have been called 
|\for active service with the New 
York Financial Writers’ Associa- 
tion. Report for examination at 
7:30 p. m., Friday, November 29, 
in the grand ballroom of the Hotel 


Astor, New York City, where you 
will be given a thorough going- 
over.” 


Everett to lowa Papers 


Robert S. Everett, who has been 
jin the advertising department of 
the Home Economics Service Cor- 
poration, New York, for several 
years, has been elected managing 
director of Iowa Newspapers, Inc., 
an organization of 90 Iowa weekly 
and daily newspapers. 


‘Bott Leaves Filmack 


Leo P. Bott, Jr., has 


resigned, 


WWSW., | effective Dec. 31, as advertising and 


sales promotion manager of Film- 


frequency modulation broadcasting. |ack Trailer Company, Chicago. 
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it has brought. 


Seagon’s 


Greetings 


greetings for a most joyous holiday season. 


520 North Michigan Avenue 
Chicago, Illinois 


It is with sincere gratefulness we bid farewell to 
the year that is closing for the encouraging progress 
The success we have enjoyed we 
owe to our many customers and friends whom we 
have had the pleasure of serving; and we trust that 
the services we have rendered during the past year 
have contributed in some measure to their success. 
With the hope that the New Year will be one of con- 


tinued progress for all of us, we extend our sincere 
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December 23, 1940 


Voice of the Advertiser 


This depart 


How Some Good Photos 
Turned Out Not So Good 


To the Editor: Everyone who 
has worked in the advertising pro- 
fession has in the back of his mem- 
ory some of the classic “boners” 
that have been pulled; the 
paigns that backfired, the carefully 
planned picture that 
looking like a television glimpse of 
a tornado, the catchy slogan that 
had in it an embarrassing double 
meaning. These things have be- 


come legendary with the ad-men; | 


the guilty one concealing all knowl- 
edge of the affair, his friends pro- 


tecting him, yet word of it leaking | 


out somehow to provide food for 
general laughter. 

Recently Pabco’s advert'sing 
squadron went to Hollywood to 
take pictures. Fred W. Rea, floor 
covering advertising manager, 
came back with a folio of very 
slick-looking shots, and in his eye 
a sort of a hunted gleam, as if 
something might follow him, some- 
thing unpleasant. 

It did. The unpleasantness 1s 
attached, and is in the form of 
three advertising pictures. 

One of them, the child and dog, 
probably will pass muster. The 
other two are beyond hope, beyond 
belief, beyond even despair. Pabco 
has been characterized of recent 
years by suave, perfectly staged 
advertising shots that embellished 
the old theme of “gracious living” 
to the tune of heavenly kitchens, 


celestial living rooms and_ star- 
studded bedrooms. 
Lyle Wheeler, versatile genius, 


who burned Atlanta in “Gone With 
the Wind,” and framed Rebecca in 
the somber shadows of the du 
Maurier novel, lent his polished 
artistry to pictures that sent house- 
wives everywhere out to “buy this 
very linoleum pattern!” 

A single glimpse of any one of 
these published Pabco advertising 
pictures gives the impression that 
everything went off without a 
hitch. The models wore their sun- 
niest smiles; Old Sol, kindest in 
Hollywood climes, beamed through 
the windows, and the cameras of 
Charles Kerlee, most famous of 
southern photographers, clicked 
timelessly to record all this per- 
fection. 

But when Mr. Rea brought back 
the three photographs enclosed he 
destroyed the illusion forever. 

Take Exhibit A, pilfered merci- 
lessly from the files of the em- 
barrassed Rea. 

Here is pretty Nancy McKenna, 
the model, third from left. Gazing 
at her with that reproachful and 
unbelieving look is Lyle Wheeler, 
whose sets never go wrong. Next 
to Wheeler is Tom Collard, N. W. 
Ayer art manager, whose _ face 
forms the sentence: “Didn't I tell 
you so?” Extreme right is Made- 
line Martin, another model, who is 
glad she brought her own outfit! 

Now study the beautiful Miss 
McKenna. Look at the hang of her 
suit. Look at the way the suit-coat 


bulges and creases around her 
shapely waist. 
Model and dress were intended 


by Wheeler to suggest something 


Something tailor-made, custom- 
built, something advanced in style, 
something suave and sleek and 
lovely. Something like Pabco 
linoleum floors! 

Wheeler had envisioned a dress 


to fit that model, her character, her 
personality. It was to frame her, 
to set the keynote of her glowing 
beauty as Pabco linoleum sets the 
keynote for the glistening loveli- 
ness of this modern kitchen. 

But Wheeler’s look says plainly 
that if Pabco linoleum fit the 
kitchen as this handsome suit fits 
the model .. . there would be less 
Pabco sold than snuffboxes. 

“This will never do!” his 
gaze whispers 

Exhibit B indicates the shameful 
faithlessness of the human system 
Topper, the  sad-eyed, wistful 
pooch, submitted gracefully to 


wide 


cam- | 


came out) 


ment is a reader’s forum. 


Letters are welcome. 
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THE BIG PICTURE GOES SOUR 


- ' 


| being dunked in the bathtub, then 
| covered with messy, ill-smelling 
soap. Nothing but his patient eyes 
betray his great dislike of the situ- 
ation. 


happy eyes were to stir the heart 


of every matron with the hope that | 
their Marys and Bellas would look | 


| like Shirley Temple if given a 
| Pabco linoleum background. 

Not until the picture was devel- 
|oped did the stricken advertising 
folk discover they had caught their 
midget-model in the last stages of 
a healthy child’s yawn! 

Exhibit C is the picture that ends 
our yarn of life in Hollywood. 
'Nothing can top this nor the 
classic caption that the ever-ready 
Rea manufactured to salvage an 
all-round embarrassing situation. 

This picture was to be a slightly 
dehumanized representation of 
what the Wheeler art, the Kerlee 
camera and Hollywood can do with 
a Bronx lady's kitchen 

In the split second that Kerlee’s 
finger pressed on the lever of his 
camera, an unsightly rope that had 
been tucked out of sight by knot- 
ting it above the camera’s range, 
slid downwards 

And that rope ended in a hang- 
man’s noose! 

For a moment, rumor has it, 
there was a paralyzed silence. Then 


Rea pointed dramatically. “It’s 
just what our customers are say- 
ing! ‘I'll be hanged if I'll have 


anything but Pabco!’” 

You are free to publish all this 
if you like. The advertising de- 
partment cannot suffer more than 
it has already done 

WILLA GIbBs, 

Staff Writer, Publicity & Public 

Relations Department, The 

Paraffine Companies, Inc., San 

Francisco. 
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| But no such cooperation is ex- 
|hibited by the adorable child- | 
|model whose rosebud lips and 


eae = 


Everything was all right here until the camera demonstrated, for all to see, that 
the model and her outfit were never made for each other. 
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This shot was perfect—all except the noose which fell off a rafter at exactly the 
wrong moment. 


- _ 


Po ‘ : 

~ — . Piers e 

Although the girl, bored with it all, is 

just completing a yawn, Pabco thinks 

that it can hide that fact from the pub- 
lic at large. 


Casts Further Light on 
Agency Commissions 

To the Editor: We note with in- 
terest an editorial “The Agency 
Commission Again” appearing on 
page 12 of the Dec. 9 issue of ADvER- 
TISING AGE. We also note that your 
editorial is undoubtedly based upon 
the special meeting of the Industrial 
Advertising Council (Pittsburgh 
Chapter of the National Industrial 
Advertisers Association) held on 
Monday, Nov. 18 at which there 
were representatives from SIX 
Chapters of the NIAA, aside from 
the Pittsburgh Chapter. 

In the introduction of the sub- 
ject “Increased Trade Paper Adver- 
tising Rates” at this meeting, our 
program chairman said: 

“We are assembled to discuss 
for the first time publicly the 
question of paying an agency 
commission by publishers in the 
industrial field and the manner 


in which such commission is 

paid. * * * This meeting has not 

been labeled for or against the 
practice of paying an agency 
commission, but has been called 

for the purpose of finding out a 

little more about it and our 

honor guests tonight are to help 
us assemble information and at 

a later meeting, which the com- 

mittee hopes to have, we might 

be able to decide what action 
we should take as individuals 
and as an association.” 
You state in your editorial that 
“The industrial publishing 
field has been the last to accept 
generally the commission sys- 
tem, due to the fact that for 
many years most of the busi- 

ness in this field was placed di- 

rect. With the increasing im- 

portance of agency service in 

industrial advertising and with 
| the majority of accounts going 
through their hands, more and 
| more publishers have been put- 
ting their rates on a commis- 
sionable basis.” 

Is this not due to the fact that in 
the past, advertising agencies felt 
that the average industrial account 
would not warrant enough remun- 
eration for the agency to justify 
giving industrial advertising as 
much consideration as general or 
consumer advertising? You state 
that the majority of industrial ac- 
counts are now going’ through 
agency hands. By this statement, 
do you refer to the amount of space 
or to the number of industrial ad- 
vertisers? 

There are a number of large in- 
dustrial advertisers, not using agen- 
cies, who handle their own adver- 
| tising direct with the publishers. 
| Many of the smaller industrial ad- 
vertisers feel that they cannot jus- 
tify the use of agency service and 
therefore must place their adver- 
|tising direct. Consequently, an 
|agency commission handicaps them 
}and they know that a commission 
of 15 per cent would not justify an 
agency in handling their accounts. 

We know that it is a fact that 


and industry, prepare the industrial 


certain large corporations who ad- | 
vertise nationally, both to consumer | 


Nl 

|advertising in their own advertis- 
ing departments, merely clearing 
this advertising through the agen- 
}cies which handle their consumer 
accounts; the agencies credit the in- 
| dustrial departments with the com- 
| missions collected. 

| Another meeting on this subject 
| will be held by the Industrial Ad- 
|vertising Council on Jan. 9 at the 
Hotel Roosevelt, Pittsburgh, Pa., 
and this time the procedure will be 
reversed. Publishers and agency 
representatives will be given an 
opportunity to question the indus- 
trial advertising managers. If ADvErR- 
TISING AGE cares to send in some 
questions to present at this meet- 
ing, we will be delighted to have 
them. Also, questions from othe: 
publishers or agency representatives 
are welcome. 

At the Nov. 18 meeting, the safety 
valve was opened just a little to 
permit some steam to escape. At 
the Jan. 9, 1941 meeting, it will be 
opened wide. We believe that it 
would be well worth your time and 
effort to be represented at this 
meeting, if you want first hand in- 
formation as to the feelings of in- 
dustrial advertisers in general 
about this question. From the teno: 
of your editorial, we are led to be- 
lieve that your knowledge of con- 
ditions in the industrial advertis- 
ing field is not as complete as it is 
in the general and consumer field 

Please do not misunderstand our 
position; we recognize the impor- 
tance of good agency connections 
and the additional values of in- 
|creased circulation and _ editorial 
|service on the part of publishers 
We do know, too, that the present 
trend of increasing rates to pay a: 
agency commission is decidedly 
harmful to the small industrial ad- 
vertisers. Instead of placing bur- 
densome handicaps upon _ them, 
making it necessary in some cases 
to reduce their advertising space, 
|it would appear to be better busi- 
ness to encourage and help them 
progress to a point where it is pos- 
sible to increase their advertising 
| appropriations. 

K. E. KELLENBERGER, 
President, Industrial Adver- 
tising Council, Pittsburgh. 


What an o 


pportunity |! 


“Thus economic activity reached a higher level 

in Canada during the first ten months of the 

present year than in any other year in history.” 
(Dominion Bureau of Statistics, Dec, 10, 1940) 


Acceleration in business operations due 
| to war requirements has raised employ- 
ment and spending-power figures to an 


all time high in Canada, 


volume 


The dollar 
of retail trade in Canada is up 


13%,, the physical volume of business is 
up 196%, bank clearances in October 


were up 21 7%, 


Even the boom of 1929 


is being surpassed and those who adver- 


tise are reaping a rich harvest. 


The 


time is to-day — the richest market is 
Toronto, which has one-third of all 
Canada’s spending power within the 


radius of one hundred miles. 
newspapers afford the quickest and 
most effective entrance to this consumer 
market—and 


Daily 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 


CANADA 


NEW YORK: DAN A, CARROLL — CHICAGO: JOHN E. LUTZ 
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Barry Ryan Is 
Added to CAB 
Governing Group 


New York, Dec. 17.—F. B. (Barry) 
Ryan, Jr., vice-president of Ruth- 
rauff & Ryan, has been appointed a 
member of the governing commit- 
tee of the Cooperative Analysis of 
Broadcasting. He 
will serve as one 
of three  repre- 
sentatives of the 
American As- 
sociation of Ad- 
vertising Agen- 
cies. 

The CAB, a 


mutual  non- 
profit organiza- 
tion jointly 


sponsored by the 
Association of 
National Adver- 
tisers and the 4 
A’s, has previously been governed 
by a five-man committee. The ad- 
dition of Mr. Ryan gives each group 
three representatives. 

D. P. Smelser of Procter & Gam- 
ble Company is chairman of the 
committee. Other ANA members 
are Chester H. Lang, General Elec- 
tric Company, and A. Wells Wil- 
bor, General Mills, Inc. Other 4 
A’s members are George H. Gallup, 
Young & Rubicam, and L. D. H. 
Weld, McCann- Erickson. A. W. 
Lehman is manager. 


WLW-WSAI Presents 


Yule Party at Cincinnati 

WLW-WSAI, Crosley Corpora- 
tion radio stations, presented the 
Christmas party for the Advertis- 
ers’ Club of Cincinnati Dec. 18. 
Thirty-two cents from the _indi- 
vidual charge of $1.25 for the 
Christmas party dinner was do- 
nated to the Cincinnati branch of 
the Salvation Army. 

A party for children of members 
of the club will be held Dec. 23 in 
the Italian Grill of the Gibson 
Hotel with a vaudeville program 
and distribution of toys, candy and 
fruit being planned. William Sav- 
age, vice-president of the club, is 
general chairman of the children’s 
party. 


FTC Orders End of 
Liquor Price Fixing 

Sixteen companies distilling and 
importing liquors and two 
trade groups of California have 
been served with an FTC order di- 
recting them to discontinue alleged 


F. B. Ryan, Jr. 


B & O Promoting 
“Go Home for Christmas” 


The Baltimore & Ohio Railroad 
|is promoting the “Go Home for 
Christmas” theme with newspaper 
/advertising, folders, station posters, 
mail stickers, special dining car 
|}menus, ticket envelopes and other 
|publicity. Fare reductions are be- 
ing made. Richard A. Foley Ad- 
| vertising Agency, Philadelphia, is 
| handling the account in the Eastern 
territory. 


Form OrigiNATION, Inc. 


OrigiNATION, Inc., has been or- 
ganized at 612 N. Michigan avenue, 
Chicago, as a business research lab- 
oratory for the formulation of radio 
programs, sales ideas, slogans, etc. 


Illinois Court 
Demolishes One 
Trade Barrier 


Chicago, Dec. 16.—That the courts 
are alert to the dangers inherent in 
blocking the free flow of interstate 
commerce was indicated today when 
the Illinois Supreme Court, sitting 
in Springfield, invalidated the law 
requiring payment of a $25 title in- 
vestigation fee on new automobiles 
purchased outside the state. 

At the same time, Circuit Judge 
Harry M. Fisher invalidated the 
state sales tax on food sold to hos- 
pitals, schools and other institutions. 


Judge Fisher ordered the refund of 
$60,000 paid under protest and held 
in a special fund pending disposition 
of the case, but refused to order the 
refund of $700,000 previously paid. 
The case will be appealed. 

While the decision of the Illinois 
Supreme Court was received with 
rejoicing by exponents of free trade, 
Chicago automobile dealers were 
less jubilant. They expect a large 
volume of business to go to neigh- 
boring Indiana and _ Wisconsin 
towns as a result. 

The Illinois state constitution pre- 
vents the adoption of a use tax, the 
device by which most states having 
sales taxes prevent the migration of 
business to states which have none. 


The title investigation fee idea was 
borrowed as a handy substitute, 
but this law was held unconstitu- 
tional by a Sangamon County Cir- 
cuit Court, which is now sustained 
by the higher tribunal. 


Vogel Joins Reincke 

H. C. Vogel, vice-president and 
radio director of Beaumont & Hoh- 
;man until recently, has joined 
Reincke-Ellis-Younggreen 
|Chicago, as account executive. 
| 


Brandt Names Siesel 

Brandt Cabinet Works, Hagers- 
|/town, Md., has appointed Harold J. 
Siesel Agency, New York, to direct 
its account. 


& Finn, 


liquor | 


Comedy 


A Not-So-Funn 'y 


in Five Scenes 


EVEN THE OLD EXPERT LAUGHED AT THIS GIFT 


agreements which result in price 
fixing and discrimination against | 
certain classes of dealers. Practic- | 


ally all of the larger distillers are | 


involved in the order. 

The Commission found that the 
respondents entered understandings 
to fix standard and specified uni- 
form prices, discounts and markups 
at which liquor should be sold at 
both wholesale and retail. 
were also made, it is charged, to 
prevent certain cooperative buying 
organizations, small jobbers and 
wholesale dealers from obtaining 
beverages from any source. 


Station WATN to Bow 


Station WATN, a new 
air in January, operating full time 
on 250 watts, 1,210 kilocycles. 
Watertown Broadcasting Corpora- 
tion will operate the station. 
President of the corporation is G. 


Harry Righter, prominent Water- 
town produce merchant. Kirby 


Ayers, until recently with the New 
York program production and artist 
management firm of Ayers & Pres- 
cott, Inc., is station manager. Dinny 
Dinsdale, formerly with the Colum- 
bia Broadcasting System, New York, 

d most recently with AudiVision, 
Inc., New York, is commercial man- 
acer. 


Boland Joins Hazard 
Joseph L. Boland, Jr., formerly 
th Frank Presbrey Company, 
New York, has joined Hazard Ad- 
ertising Corporation, New York. 


f" STRIBLING Gésoccares 
ADVERTISING 
LETTERING 


ILLUSTRATING A R T 


MU CWT RAL 9503 


146 Seett Dearders Street Coicege i 


LAYOUTS 


Efforts | 


outlet at) 
Watertown, N. Y., will take to the| 


1. Four weeks to closing date. “Just like finding it,” chuckled the engraving buyer as he 


went for the sugar in a “special” price on a set of four color national ad plates. “A 


fifty dollar gift—just like that!” ... 2. Two weeks to closing date. “Say—these proofs— 


what's the matter with them? Oh—you're working over the plates? I should hope so! 


But for heaven’s sake make it snappy!" .. . 3. Eight days to closing date. Progs come. 


“Gosh man, it’s about time! I’ve got to get a set of nickels (/ooks at progs) but not of 
these! Look at them! Flat as the desert! No color! No life! Ye gods, the copy is as bril- 


liant as sunlight! Godoctor themup. Dothe best you can! Got to have them tomorrow!” 


(Three days of corrections—more proofs.) 4. Four days to closing date. “So this is the best 
you can do without making them over, is it? All right. Send ’em over to Wright the 
Electrotypers. . . . Miss Brown, tell Wright those nickels have to be in New York 
Monday!” ... 5. First of the month. Checking invoices. 1s this good! Special finishing, 
$20.00; Reproofing, $15.00;try and get it! Double time to make nickeltypes, $30.00! 
Air express to New York, $5.00! Miss Brown, get Bob Strong on the phone!” “Hello” 


Bob? Say, who's that engraver you're always telling me about? Rogers? Been doing 


business with them for fifteen years? That’s all I want to know! Thanks. 


Brown, get Rogers Engraving on the phone.”’ 


ROGERS ENGRAVING COMPANY 


2001 CALUMET A 


Adolph F. Buechele, President 
MASTER-CRAFTSMEN OF PHOTO-ENGRAVING 


VENUE e Phone: 


CALumet 4137 -e 


<<<~ Be 


CHICAGO, ILLINOIS 
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CHANGING PICTURE OF RETAIL SALES BY TYPE OF BUSINESS 
7 Ll 
The Business Digest UNITED STATES SUMMARY —COMPARISON OF STORES AND SALES 
. “ge . T ~ ~ 1 Tocc. C ' ox 
Significant Developments in Trade and Industry as BY MAJOR GROUPS AND PRINCIPAL KINDS OF BUSINESS: 1939, 1935, AND 1929 
Reported by the Business Press | = 
Edited by RALPH O. McGRAW en aor CHANGE 
Winning America for ;pounds of corrugated sheet steel KIND OF BUSINESS NUMBER OF STORES (Add 000) IN SALES 
: ; approximately *%g-inch thick. The 
American Ceramics approximately %,-inc 
; shelter is made up of sections, larg- 1939 | 1935 | 1929 1939 1935 1929 a A a0p9 vs. 
Business continues at unprece- sai’ 
; ; est of which weighs about 100 
dented high levels for the Ameri- pounds, so they may be handled Major Business Groups | 
can ceramic manufacturers who | ang assembled by hand without the Total, All Stores’ 1,770, 904 |1,,587, 728 [1,476,565| $42,025,618] $52,791,212] $48,529,652 228 =13 
ar > J to fill the gi left or : Food group $60,798] 532,010, 461,891 10,152,332 8,302,425 10,657,421 +21 o€ 
are stepping in to fi © EP use of mechanical equipment. General stores (with food) 39,688, 66,701| 104,089 810,342 1,110, 403 2,570,744 -27 68 
by stoppage of imports from Eu-/| Floors consist of two-inch planks. General merchandise group 50,267; 44,651| 54,636 5,663,358 4,619,751 6,444,101 _ -12 
Gi Gen wo cee le eee | a men] Sem usee| eel esas) face! alo 
i ’ ’ ’ ’ , , ’ 
December. While some manufac- | large enough for the average small) 4 itomotive aun’. indie 60, 128 | 50,459; 69,370|  5,544,435| 4,286,586, 7,043,386 +31 -21 
turers are offering the public mer-| family, but where more space is Filling stations orl os yy rene ee anes = * 
, rt $ we ca ite . : en — building — ’ , , - 
chandise that closely resembles | required, these units can be In iwtidicer. $05,331| 251,475, 134,205| 3,520,985} 2,390,860| 2,124,890 +47 +66 
imported ware and sells at a price | stalled in multiples. Drug stores 57,902} 56,697, $8,258 1,562,438 1,232,593 1,690,399 +27 -8 
equal to or lower than the imports, The shelters would be supplied | Other stores a 215,806 175,790) 188,685 4,220,008 5,060, 467 4,990,050 +38 ~15 
others are going a step farther|either with or without service Principal Kinds of Business 
rar ‘rmanently c: ° e | equipment. Typical equipment | Food Grou = 560,798 | 532,010] 481,891/ 10,152,332 8,362,425| 10,837,421 +21 -6 
toward perman ntly capturing th . — ; amelie -abinets Ceennry chases (obihous Seah unaateh 200,502] 188,738] 191,876 2,225,405 2,202,607 3,449,129 rT 35 
market, bringing out designs origi- | would include over head ca dine ts Sosdidiation nase tamnmmip amen 198'940| 166'283| 115540 5493 688 4°149°615 3° 903. 662 an <a 
nal and purely American in in- | for storage facilities, a folding Dairy products stores, milk dealers 16,822} 16,380 8,478 726, 730 576,351 726, 961 +26 (2) 
spiration table, benches that may be con- Meat markets, fish markets. 42,461| 39,474) 49,865 753,565 612,451 1,336,958 +23 -44 
ae : : . ki Candy, nut, confectionery stores 48,034/ 55,197) 65,265 295,300 314,467 571,549 -6 -48 
The upsurge in the American | verted into sleeping bunks, kitchen, Tassos vapeuallo eactets 27°708| 32°682| 227904 222°261 215,965 308°379 .3 = 
ceramic industry has forced many | and toilet facilities. A small heating Other food stores 38,551; 33,556) 29,954 435,365 290,771 540,783 +50 -19 
units to expand working facilities | unit of a type that does not give off - net eee! sin sien _— oe niin tee a in 
ae and some plants have all the orders fumes would be included. General Stores (with food) }_ 59,668 |__66,, 70) | 
ook they can handle until next year. Cone eeantn Grete ae Me “a 38 pe 3 cath) “ee a 
7 With this condition prevailing, the | Ford Adds Two Dry goods and general merchandise stores.| 29,264| 28;709| 38,305| 722,228 "s27,862| 1,189,856 +37 -39 
publication points out that it is | “Village” Industries Variety stores. 9 16,945; 11,741; 12,110 976,053 780,819 904,147 +25 +8 
now up to the industry to bring out} The Ford Motor Company’s| AgssreGreup....... analy go1| 95,9668| 114,206| _5,256,587/ _2,656,242| _ 4,240,895 +23 -23 
ae thas Will St tn with the 8rOW™ | string of “village” industries which Men’s-boys’ clothing, furnishings, hat stores 21,501 | "Ten 10861 420° 308 358° 060 552" 358 “20 “22 
ing consciousness of America’s tal- | ponsist of small neighborhood na Dagens « Sanpete 25°e51 21,975 18253 1,009,370 794,992 10877601 | +27 -7 
‘ > > . c ? . * , , »” ’ 
ent, and to let the public know | ants on rural waterpower sites Aaiameaien, Ghar ennandl chants 29,099| 26,251|/ 33,036 429, 448 331,385 601,387 +30 -29 
through ceaseless promotion that) within a 50-mile radius of the Ford Shoe stores (all kinds)... 20,488 | 18,967| 24,259 617,064 $11,399 806, 829 +21 ~24 
PEROETCOR COTREAIC TAOTUEACHUTCTS | River Rouge plant, will be SUS-| giusies teeedelt Sette $2,626] 45,215] $8,941] _1,735,985| _1,289,896| _ 2,754,721 +84 -37 
can offer them as _ y sevens ra mented by two new units to be Furniture stores 19,902 17,048 25,158 975,157 al 1,509,815 i} “36 
they formerly received in imported | .).,,44 ; oar : ie Other home furnishings stores f i . co " 
es 7 | placed in full ope ration by the first Seuschelll anoliance, Fadie dealers . 20;912| 18,398| 24,968 533/201 438,323 | 941,476 22) 43 
wares. of the year, according to Michigan | 
j i ' 31 -21 
Manufacturer and Financial Rec- Automotive Group 60,128 | 50, 459| _ 69,379 5,544,435 4,236,586] _7,043,586 + 
Air Raid Shelt « - Treen wl ia Motor-vehicle dealers (new) 33,605| 50,294] 42,204] 4,905,908| 5,725,486} 6,260,580 229) 33 
ir Rai elter ord for Dec, 7. These will bring Used-car dealers. 6,980| 4,751) 3,097 193,790 122, 204/ 140,932 +59) +38 
: Ready for Market the total number to 18 and mark Accessory, tire, battery dealers 18,525| 14,545 | 22,315 oo a “saaan a = 
Much the same in character as | another milepost in the experiment Other automotive — eae ones : | 
the luxurious automobile trailers | started in 1918 by Henry Ford | iting Stations 241,856 ar s88, 121,513|__2,822,481| _1,967,714| _1, 787, 423 +43) +58 
eas! ae ree eer ]-| when he established the first vil- | ; 
of today, an all steel air raid shel win n ne ree ' s Nankin Mills t Lumber—Building Group 39,666| 36,553| 52,814 1,760,274 1,105,296 | 2,621,064 +59 -33 
ter developed by an Ohio manu-| lage industry at Nankin Mills to Lumber and building-materials dealers 25,067| 21,149) 26,377 1,478, 459 666,865; 1,961,264 yt 2 
facturer is illustrated and described | help close the gap between farm Heating, plumbing, paint, electrical stores 14,500 | 15,406 | 26,437 281,815 238,451 639,780 a -56 
in Steel for Dee. 2. The units are and factory and also to help decen- Hardware Group 39,645| 36,633) 57,572 973,709 758,979 1,224,560) +28) -20 
for installation underground and |tralize his mass production opera- Hardware stores 29,146/ 26,996) 25,330 629,276 467,217 706,053] +35) -11 
topped with either sandbags or an tions. Farm implement—tractor—hardware dealers 10,499 9,657) 12,242 544,455 291,762 518,507 +18 -34 
independently supported slab of | These small units produce small Eating Places | 169,742| 155,468| 134,203,  2,185,963/ 1,666,899, 2,124,890 +28! +1 
reinforced concrete over the roof, | motor car parts for the parent Ford i 1,385,022 723,961 --- +91| --- 
Standard units measure about | factory. One of the new “facto- Drinking Places 155,569 | _98,005 --- 585, 2 
8x12 feet and contain about 3,500 ries in a meadow” is to be known | Drug Stores 57,902 56,697 58,258 1,562,438 1,232,595 1,690,399 27) of 
las the Willow Run plant, located ad po a 
‘ ‘ : ae a " vee 
|two miles east of Ypsilanti along | Liquor Stores (packaged goods) 9 a 586, n = 
EE I LN LE Mm wom, | the stream for which it is named. | Other Retail Stores 172,705 | 139,135, 173,618 3,496,592; 2,618,820) 4,841, 982 +34 2 
It will manufacture door and igni- Fuel, ice, fuel-oil dealers 41,494; 35,293) 19,118 1,013, 684 859,018 1,013,369 +18 3 
CHROMURA PRINT ; iin’ Winall amas } r a Hay, grain and feed stores 16,773| 11,152| 21,304 624,008 346,667 990, 742 +80 -37 
| tion locks for Ford cars. The other Farm and garden supply stores 4/914 9,176 5/740 155,294 252/471 128 422 -38 $21 
‘ new plant will be at Manchester, Jewelry stores 14,558} 12,447 19,998 361,564 234,893 536,281 +54 -33 
from KODACHROME 12 miles southwest of Ann Arbor Cigar stores, cigar stands 18, 509 15,550, 535,248 207,706) 182,950 410,064 +14 49 
= ye ae : ’ Florists 16,055; 11,242} 9,328 148,741 98,718 176,201 51 -168 
¢ The ultimate incopy for process plate work! on the River Raisin, and will be News dealers 7,407 7,071| 10,285 72,427| 61,655 149,866 17| ~52 
e Can be retouched as desired and fitted used to assemble automobile in- Other retail stores 52,995 | 37,424) $4,507 | 913 ,080 $82, 448 1,437,037) +57] -36 
| 
into art work. ¢ Gives new reproduction strument panel clusters. Second-hand Stores £5,008; 28,560} 15,008! 158,007 115,340) 148,068! +22) -7 
perfection —stops all technical alibis. e Cap- Each of the village industries 


| occupies a small building of its own 
lin a_ picturesque setting near a 
;small Michigan town. The plants 
| fit with complete harmony into the 


tures Kodachrome’s full richness—price 


$38.00 up—reduces plate cost—Investigate! 


PHOTOCHROM ° Chicago 


1141 W. Belmont ¢ Bittersweet 0036 aaa , : ~s 
|cupy rehabilitated grist mills origi- 
nally built in pioneer days. All are 
|operated by water power, the new 


weet ee ee ae ee ae ee ee 


landscape and many of them oc- | 


1 Previously published totals for the United States and for the automotive group, for 1935 and 1929, are revised to exclude service 


garages and other automotive services businesses whose receipts from service sales exceed their sales of merchandise. 


included in the Census of Service Establishments. 


® Less than one-half of 1 percent decrease. 
3 Lese than one-half of 1 percent increase. 


These are now 


This chart shows the changing trend of retail sales by kind of business for the years 1939, 1935 and 1929. The chart is by 
the Census of Business. 


radio - exclusive over ST. LOUIS KWK > 


= 


Louis _ 


| turing 
| 
|} sembly. 


Cleveland to Hold 


| Willow Run plant having a water 
turbine system comprised of two 


|twin 10-horsepower capacity water 


wheels, said to be the smallest ever 
built. This factory will employ 35 


|} young men from neighboring farms 


and towns and will produce about 
3,000 locks a day during normal 
operations, including all manufac- 
steps from castings to 


as- 


Seventh Poster Contest 


The seventh annual Cleveland 
students’ poster art contest, spon- 
sored this year by the Cleveland 
Chamber of Commerce, will have 


home building and home ownership 


as its subject Prize winning and 
other posters will be exhibited at 


the conclusion of the contest, March 
20-29, 1941 Prizes totaling $500, 
contributed by J. A. Zimmer, presi- 
dent of the Central Outdoor Ad- 
vertising Company, will be offered 

Among those on the juries of 
awards will be J. W. Crosby, art 
director of the Central Outdoor 
Advertising Company; Samuel A 


Lewis, vice-president, Griswold- 
Eshleman Company: and H. C 
Malmquist, art director, McCann- 


Erickson 


Fitchmul to Cory Snow 


A. Perle Fitch Company, Con- 
cord, N. H., maker of Fitchmul. a 
cough emulsion, has appointed | 
Cory Snow, Inc., Boston, to handle 


the advertising. Newspapers, radio, 
business papers, direct mail and 
point-of-purchase advertising will 


'be used. 


publication at 


Chicago 


headquar- 


Appoints Carter Thomson 
Tide Water Field Warehouses, 
Inc., New York, has appointed Car- 
ter Thomson Company, Philadel- 
phia, to handle its advertising. 


| ters. 


MAILING SERVICE 


. om Multigraphing Filling-in 
Ward Made Manager | Addressing-—Mimeographing 
Richard M. Ward, formerly East-| THE LETTER SHOP, Inc. 


ern representative of Rock Prod- | 440 S. Dearborn St. Wabash 8655 
ucts, has been made manager of the CHICAGO 
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Bureau Releases 


First Summary 
of 1939 Census 


Significant Changes 
Since 1929 Revealed by 
New Totals 


Washington, D. C., Dec. 17.—Re- 
tail sales in the United States in 
1939 were 28 per cent over those of 
1935 and only 13 per cent below 
the 1929 peak, according to a pre- 
liminary summary released today 
by the Bureau of the Census. Since 
there has been a substantial de- 
cline in th: level of consumer goods 


prices in the past decade, the in- | 


ference is that tonnage is not far 
from the 1929 mark, despite an in- 
crease of 7.2 per cent in popula- 
tion. 

The ebb and flow of the battle 
for the consumer's dollar is shown 
in the following figures: 


Business Percent of Total 
1939 1929 
Food group ....... 24.2 22.4 
General stores (with 
| eee ; 1.9 5.3 
General merchandise 
group eee . 13.5 13.3 
Apparel group ... 7.8 8.8 
Furniture-household- 
radio group ........ 4.1 §.7 
Automotive group 13.2) 14.6 
Filling stations . 6.7 3.7 
Lumber—bullding 
hardware group 6.5 8.0 
Eating and drinking 
places 8.4 4.4 
Drug stores ay | 3.5 
Other stores 10.0 10.3 
The Bureau of the Census gave 


this analysis of trends as revealed 
by the figures for the three periods: 


Rise of Supermarkets 


1—Food 
number since 
1935. They 
their dollar volume 
$1,789,907,000 or 21 per cent above 
1935. In the ten years during 
which their dollar volume dropped 
6 per cent, retail food prices 
dropped more than 25 per cent ac- 
cording to the price index of the 
Bureau of Labor Statistics. A part 
of the in food stores 
sults from reclassification of gen- 
eral stores (with food), many of 
which are predominantly food 
stores. While there has been little 
change in the number of grocery 
stores since 1929, combination 
(groceries with fresh meats) 
have increased 71,391 62 per 
cent in number and meat markets 
have dropped 15 per cent; in sales, 
however, combination have 
increased in the ten by 41 
per cent while grocery stores have 
lost 35 per cent and meat markets 


stores gained 78,907 in 
are 


of 1929, but 


increase re- 


stores 


or 


stores 
years 


have lost 44 per cent In this 
classification are included most of 
the so-called supermarkets (large 


self-service food stores), whose ex- 
ceptional growth will be the sub- 
ject of a special Retail Census re- 
port. Dairy products stores and 
milk dealers constitute the only 
ther food-store classification n 
vVhich sales in 1939 equaled or ex- 
eeded dollar 1929 

2—Stores conform 


sales of 


which to 


all i i i i i ll 


YALE SPENDS 
$40,000 A DAY 
IN NEW HAVEN 


‘ 
4 
4 
4 
4 
4 
4 
4 
Vale University at New Haven, ‘ 
virtually a eity in itself, covers ‘ 
” tremendous aren, has san § 
faculty and staf?’ members to ad- ‘ 
minister to its great nehools, § 
Yale and its students, staf ‘ 
visitors spend S15.000.000 a senr 
in New Haven. This ix one of , 
interesting faetors of the 
test market “Register 4 
send for colored 4 
describing it The 4 
New Haven, Conn, 4 


and 


bro- 
chure Kegis- 


ter, 


LOL SLOSS eT eS 


census definition of General Stores, 


jselling general 
| food, 


merchandise 
food 


and 


in which constitutes a 


|substantial proportion of total sales, 


| 


declined 62 per cent in number and 
68 per cent in sales since 1929, 
dropping from 104,089 in 1929 and 
66,701 in 1935 to 39,688 in 1939. 
Sales in this kind of store in the 
three years were $2,570,744,000, 
$1,110,403,000, and $810,342,000, re- 
spectively. It is impossible to de- 


termine how many such stores in- 
cluded in previous censuses have 
become food stores, but all such 
stores must report at least two- 


thirds of their business in food lines 

to be classified as food stores. 
3—In the general merchandise 

group, variety stores have increased 


44 per cent in number and 25 per | 


1935 
1929. 


cent in sales since 
per cent ahead of 


and are 8 
Depart- 


|ment stores gained 20 per cent in 
|sales since 1935, and are only 9 per 


1929 and 28,788 since | 
$685,089,000 below | 


cent below their dollar sales of 
1929. Smaller stores of somewhat 
similar character, classified as dry 


goods and general merchandise 
stores, have lost 24 per cent in 
number and 39 per cent in sales 
since 1929, although they are 37 


per cent ahead of 1935 in sales. The 
general merchandise group as a 
whole is 23 per cent ahead of 1935 


in sales but 12 per cent below the 
dollar volume reached in 1929. 
Other Trends Shown 
4—The apparel group, with a 


gain of 11 per cent in the number 
of stores, increased its sales 23 per 
cent since 1935 but is 23 per cent 
below its dollar volume of 1929. 
Sales in shoe stores increased 21 
per cent since 1935 but 24 per 
cent below the 1929 total 


are 


5—The furniture - household - 
radio group increased its sales 34 
per cent since 1935, but is still 37 
per cent under the dollar volume 
of 1929. The latter is affected by 
the general lowering of furniture, 
radio and household’ appliance 
prices during the last ten years, 
although the number of furniture 
stores is 21 per cent less than in 
11929. 

6—The automotive group 
vehicle dealers and auto supply 
stores increased 19 per cent in 
number and 31 per cent im sales 
since 1935. The group is 21 per 
cent below its record volume of 
1929. 

7—There has been a continued 


increase in filling stations and their 
sales in all parts of the country. In 
number they increased from 121,- 
513 in 1929 and 197,568 in 1935 to 
241,856 in 1939; in the same years 
their sales were $1,787,423,000, $1,- 
967,714,000, and $2,822,481,000, re- 
spectively. There are twice as many 
stations as in 1929 to do 58 per cent 
more business, and the gain 
sales since 1935 is 43 per cent 


How Others Fared 


8—The lumber-building 
gained 59 per cent in since 
1935 but is still 33 per cent below 
its dollar volume of 1929 The 
hardware group reports 28 per cent 
higher than in 1935, but 20 
per cent below 1929. This group 
includes hardware stores and hard- 
ware-tractor-farm implement deal- 


In 


group 


sales 


sales 


ers, and the number of stores has 
increased 3,012 or 8 per cent since 
1935 

9—Eating places, with a gain of 
ll per cent in number, increased 
their business 28 per cent since 
1935 The number ot drinking 
places, many of which also serve 
meals, increased 38 per cent since 
1935, and their sales’ increased 
$661,061,000, or 91 per cent The 


combined sales of eating and drink- 
ing places totaled $3,520,985,000 
1939 in comparison with $2,124,- 
890,000 for eating places in 1929 
when liquor sales were prohibited 
Packaged liquor add 
$586,293,000, up cent 
1935 

10—Drug stores, with 
number, are 27 per 
1935 in sales but 8 
their 1929 record 
stands 


in 


stores 
79 per 


anothe1 


since 


little change 
ahe ad 


cent 


in 
ot 
low 


ind 


cent 
pel be- 


Cigal 


decreased 


stores 


44 


have per 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 


ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


cent in number and 49 per cent in 
sales since 1929, while news deal- 
ers’ sales decreased 52 per cent 
The combined sales of drug stores, 
cigar stores and news. dealers, 
which in 1939 totaled $1,842.659.- 
000, are 25 per cent higher than in 
1935 but 18 per cent the 
record of 1929. 

11—Fuel, ice and fuel-oil dealers 
have increased 18 per cent in num- 
ber and 18 per cent in sales since 
1935, and their dollar volume 
equalled 1929. Feed, farm and 
garden supply stores gained 30 per 
cent in sales since 1935, but are 30 


below 


per cent below their 1929 record 
sales. Jewelry store sales are 54 
per cent higher than in 1935 but 


still 33 per cent under the dollar 


volume reached in 1929. Florists 
increased their sales 51 per cent 


over 1935 but are 16 per cent under 
1929, with a gain in in the 
ten years of 6,727, or 72 per cent 


stores 


State Changes Interesting 
The 


Bureau also pointed out 
that a number of states are ahead 
of their 1929 dollar volume, Ne- 
vada and Florida leading with 27 
and 24 per cent, respectively. The 
District of Columbia gained 21 per 
cent; South Carolina, 12 per cent: 
Delaware and New Mexico, 8 per 
cent; Idaho, 6 per cent: Virginia, 6 
per cent; Louisiana, 4 per cent: 


of) 


New Hampshire, 2 per cent; and 
Maryland and California, 1 per 
cent. 

“By geographical divisions,” the 
Bureau continued, “the South At- 


lantic states lead the country with 
an increase in sales since 1929 so 
substantial as to offset entirely the 
ten-year difference in the general 
level of consumer goods prices and 
to show an increase in dollar sales 
of approximately 6 per cent. The 
Pacific division follows closely with 
sales less than 1 per cent below the 
1929 record.” 


Honor James H. McGraw 


James H. McGraw, founder of the 
McGraw-Hill Publishing Company, 
was honored at a luncheon Dec. 17 
on the occasion of his 80th birthday 
by chief editors of the 25 McGraw- 
Hill publications in the McGraw- 
Hill bldg.. New York. A feature 
of the luncheon was a long distance 
telephone greeting to Mr. McGraw 
in San Francisco, where he is spend- 
ing the winter 


‘Wood Forms Agency 

Will S. Wood, who has headed 
jthe advertising, merchandising and 
jsales management department of 
{the Renfro Drug chain, Fort Worth, 
Tex., for nearly 20 years, has 
organized the Wood Advertising 
|Service, 1209 Throckmorton street, 
Fort Worth 


Forbid Use of Santa in 

Massachusetts Liquor Ads 
The Massachusetts State Alco- 

holic Beverages Control Commis- 


sion has notified all liquor licensees 
that they must not use the picture 


or name of Santa Claus or St. 
Nicholas in connection with any 
liquor advertisement. 

Also the commission bans all 
other forms of name for Santa 
Claus and_ forbids’ pictures’ or 
names of any biblical character, 


event or phrase in liquor advertis- 
ing. 


Cohen in New Post 

Samuel J. Cohen, sales manager 
of the Boston Store, Milwaukee, 
and before that in charge of pub- 
licity and sales promotion for Kauf- 
mann’s Department Store, Pitts- 
burgh, has resigned to organize his 
;own business at 2 W. 46th street, 
New York, where he will serve 
publications and national advertis- 
ers in a retail advisory capacity. 
One of his clients will be The Sat- 
urday Evening Post. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical peleelaitone Center 
Forecasts, Astrological Readings, Plant- 
ing Tables, Fishing Calendars, etc. 


| HART WRIGHT COMPANY 


Clearwater, Florida (Winter Office) 


Do Your Salesmen Call on 


The 
Grocery 


Stores 


In Hospitaltown 


? 


Hospitaltown is a market of 


important as Detroit, Philadelphia or San 


Francisco. You will not find it 


trade area maps but it feeds | ,500,000 per- 
sons daily, supplying them through its own 
maintained store rooms which must be re- 
plenished almost daily. The 6,226 hospitals 


in the United States (recog 


American Medical Association) maintain 
store rooms such as this through which 


$270,000,000 worth of food products move 


annually, a volume sufficient 


any sales minded food manufacturer that it 


is a market well worth cultivating. 


Your advertising approach to this market 
through HOSPITAL MANAGEMENT will 
reach approximately 5,000 hospitals every 


Hospital M 


The Only ABC-ABP Magazine in the Field 


New York 
330 W. 42nd St. 


Atlanta 
Walton Bidg. 


Western Pacific Bldg. 


* +h 


Eee ee 


= 


consumers as 


on your usual 


nized by the 


to convince 
the example 


vice problems. 


RN 
oie COR RES 


ooxes BAKES 


month, providing you with effective con- 
tacts with superintendents and dietitians 
who control Hospitaltown's food buying dol- 
lar. HOSPITAL MANAGEMENT is looked 
to as the authoritative source of dietary in- 
formation in relation to hospitals’ food ser- 


It publishes a higher per- 


centage of editorial information on that sub- 
ject than any other publication in the field. 


If you want more sales from Hospitaltown in 
1941, be sure to put HOSPITAL MANAGE- 
MENT on your list. 


You will be following 


of manufacturers who know 


hospitals best, and who have found HOS- 


PITAL MANAGEMENT the most consistent 


producer of 


Los Angeles San Francisco 


Mills Bldg. 


anagement 


advertising and sales results. 


Maybe that's why it is the fastest growing 
hospital magazine in America! 


aly 


Chicago 
100 E. Ohio St. 


Portland 
Terminal Sales Bldg. 


Twenty-fifth anniversary issue of HOSPITAL MANAGEMENT—February 1941. 
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December 23, 1940 


Sno-Mist Latest 
Product to Invade 
Deodorant Field _ 


New York, Dec. 18.—First national | 
advertising for Sno-Mist, a new an- | 
tiseptic deodorant powder distrib-| 
uted by Phillips & Benjamin Com- 
pany, Waterbury, Conn., will appear 
in January in Life and Mademoi- 
selle, it was learned here today. 

The product was introduced this 


fall, and has been promoted to date | 


only on a cooperative basis with re- 
tailers and in business paper space. 


It is also planned to use rotogravure | 


sections of newspapers in major 
markets early next year. 

Copy will feature several advan- 
tages claimed for Sno-Mist. One 
is a rubber bulb top on the package 
which enables users to apply the 
product as if with an atomizer. An- 
other is that the powder turns to 
an invisible cream-like film with 
only slight rubbing, and a third is 
the antiseptic qualities of Sno-Mist. 

In a mailing to retailers, a dra- 
matic test of the product's effective- 
ness is suggested. Dealers are ad- 
vised to rub some garlic extract on 
the palm of their hand, and then 
spray Sne-Mist on the area and 
make the garlic odor disappear. 

Phillips & Benjamin also dis- 
tributes Staze, a paste to hold false 
teeth in place. Advertising of both 
products is handled by Charles W. 
Hoyt Company. Everett Hoyt, sec- 
rectary of the agency, is account ex- 
ecutive. 


To Pettingell & Fenton 

Mary Shaunty, formerly general 
manager of Oakleigh R. French 
Agency, St. Louis, and copy evalu- 
ator at Townsend & Townsend, New 
York, has joined Pettingell & Fen- 
ton, New York, as manager of traf- 
fic and space control. Mrs. Flor- 
ence Clisbee, formerly account ex- 
ecutive at Pedlar & Ryan, has been 
appointed assistant to Fleur Fen- 


tingell & Fenton. 


BIG SPLASH 


| 


Thousands of Cameron Worsted « Merry laeed Surts 
Sporton Fleece 4 Sedon Shetiond Overcoors 
Cnr mel somialaomed Saacuwl sm te muh § pawns 


a) 


Marking the opening of a new store at 
Broadway & 45th street, New York, 
called "America's largest store for men,” 
Bond Clothes used three full pages and 
one seven-column ad in several New 
York papers recently. The space was 
| not concentrated, but scattered through- 
out the paper. 


|| Chicago, 
| | Advertising Company has 


| 
, | court. 
| |avenue. 


| |and concession privileges. 


New Company | : “? 
‘ae ee Cte _ Getting Personal 


. s_o4«ye 

pl Chicago's ‘L 
Dec. 17.—Chicago Car 
been 
|formed here to handle advertising 
jin the elevated system of the Chi- 
|cago Rapid Transit Company, fol- 
‘lowing approval of a_ proposed 
‘contract by the federal district 
Edwin C. Faber is president, 
;}and C. H. Murphy vice-president 
lof the new company, which will | 
| have offices at 333 N. Michigan | 
Both were formerly with 

| Barron G. Collier Corporation. 
Union News Company was given | 
/the contract for newsstand, vending | 


The car contract covers 18 months 
on a graduated commission basis, as 
|follows: 8 per cent of the monthly | 
| gross not to exceed $30,000; 6 per | 
‘cent in excess of $30,000, but not) 
| to exceed $35,000; 4 per cent in ex- | 
cess of $35,000. The contract gives | 
A. A. Sprague, trustee of the Chi- | 
cago Rapid Transit Company, the 
right to reject advertising of any 


Longstreth to Direct 
Colgate-Palmolive Radio 


Edward Longstreth has _ been 


gate-Palmolive-Peet Company, Jer- 


sey City. In this newly created 
post he will supervise and coordi- 
nate the company’s broadcasting 


activities, which now embrace nine 
network programs. 

Mr. Longstreth entered the radio 
| field in 1929 as a free lance script 
writer. Among the shows for which 
he has written continuity and 
interviews are “Main Street,” 
“Ipana  Troubadors,”’ 
of the Sea” and 
America.” 


H. T. Dewey in Papers 

H. T. Dewey & Sons Company, 
New York, is using newspapers ex- 
clusively for the 
|}season to advertise 


its American 


& Co., New York, is the agency. 


appointed director of radio of Col- | 


83rd Christmas 


product deemed objectionable. 

The contract with the Union News 
Company provides that it shall 
|carry for sale all articles advertised | 
in the cars or upon the posters of | 
the transit company which are cus- 
|tomarily sold in such stands and 
‘shall give prominent and preferen- 
| tial display to such products and to 
lthe advertising thereof in and 
[around stands. 


‘Fairfield to McKennee 
The Fairfield Farms Maple Com- 
|}pany, St. Albans, Vt., maker of 


_ “Romances | syrup products, has appointed the 
“Cavalcade of | (. 


W. McKennee Company, New 
|York, to handle its advertising. 
Newspapers will be used. 


Latimer to Erwin, Wasey 
Latimer Laboratory, Inc., New 
York, has appointed Erwin, Wasey 


|& Co., New York, to direct adver- | 
ton, executive vice-president of Pet- champagnes and wines. Frank Best |tising on Sta-o-gen fungicides and | 


germicides. 


] 


REUABIUITY. 


Toons. neither medicine nor merchandising 


can diagnose wisely from mere surlace indica- 


tions. That's why we consider it our job to dig tor the 


basic factors allecting any spot-broadcasting situation, and 


to present them without color or bias. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


CHICAGO 
520 N. Michigan Ave. 
SUPerior 6659 


NEW YORK 


Murray Hill 9-60814 


Mi Madison Avenue 


DETROIT ST. LOUIS 
New Center Bldg. 455 Paul Brown Bldg. 
Madison 7889 Chestnut 41144 


LOS ANGELES 


SAN FRANCISCO 
608 Russ Building 
Douglas 3188 


Chamber of Comm. Bldg. 
Prospect 3584 


| 
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When Don Mitchell, v.p. in charge of sales, arose to address the 
Advertising and Selling Course, the students greeted him by rendering 
the Pepsi-Cola radio theme song, “Pepsi-Cola Hits the Spot.” . . 

Curt Peterson, radio director, Marschalk & Pratt, is back at work 

after a long confinement for a spinal operation. . . Loren Watson, gen’! 
mgr., International Radio Sales, 
broke his leg when he slipped 
on an icy sidewalk. He's get- 
ting around despite a_ plaster 
Cant. .. 
“~ James F. Roche, am., 
Moore - McCormack Lines, has 
been appointed chairman of the 
committee on public education 
of the Propeller Club of the U.S. 
The group’s aim is to interest 
youth in affairs of the merchant 
marine and shipping’s role in 
the nation’s commerce. . . 

Robert J. West, of Kenyon 
& Eckhardt’s art dept., and 
Grace “Jackie” Agnew, copy- 
writer at K & E, are honey- 
mooning at Sea Island, Ga., fol- 
lowing their marriage at The 
Little Church Around the Cor- 
ner. . . Sam Bicknell, of Station 
WOR’s sales promotion dept., is 
also honeymooning after being 
married there. . . 


SELF PORTRAIT 


Self portrait of Robert Breck, of the art 
department of Alley & Richards Com- 
pany, who is conducting a one-man 
showing of 14 carbon pencil portraits at 

John Dobson, a.m., Farm the Boston City Club. 
Products Division, Borden Co., : = 
threw a party for 50 agency and media men, and you can bet that 
non-dairy products received a heavy play... 

Samuel R. Rosenbaum, prexy of Station WFIL and IRNA chair- 
man, has been elected to an alumnus membership in Phi Beta Kappa. 
The award was made 30 years after his graduation from the Univer- 
sity of Pennsylvania “in recognition of excellent scholarship during 
his college course and subsequent contributions to the intellectual life 
of the community and nation.” . . 

Sterling Wesley Fisher, CBS director of education and talks, is 
now a member of the Philosophical Society of Texas. He was in- 
ducted, in absentia, by Dr. Humphrey Lee, president of Southern 
Methodist University and college roommate of Fisher at Co- 
lumbia U... 

Willis Blodgett, of Campbell-Ewald Co., is the new prexy of the 
Farm Club of N. Y. Other admen officers include James F. O’Brien, 
Federal Advertising Agency, v.p., and Ladd Haystead, Arthur Kudner, 
acting secretary. . . 

Col. Amon Carter, the one-man Chamber of Commerce for the 
whole State of Texas who is publisher of the Fort Worth Star-Tele- 
gram, celebrated his 68th birthday in Gotham recently. By coinci- 
dence, it was also Mayor F. H. LaGuardia’s natal day, so the Texan 
dropped into City Hall to congratulate the Mayor. . . 

F. Gordon Brown, v.p., Swafford & Koehl agency, has been re- 
elected first v.p. of the Exchange Club of N. Y.. . 

Edward H. Rihbany, president of Newbury Co., Boston agency, 
will be married Feb. 1 to Helen Pedersen, the tennis star who has 
held first-ten ranking for four years. . . 

George E. Kuhn, asst. a.m., Miles Shoes chain, New York, is 
planning a winter vacation in Canada, the lucky guy! The 
Gottlieb-Hirsch nuptials in Terre Haute Dec. 7 referred to David K. 
Gottlieb, national a.m. of the Daily Times, Davenport, Ia., and Miss 
Elaine Hirsch, Terre Haute. . . 

The former Mrs. Ruby Nejedlo Fonferek has been Mrs. Val E. 
Schneider since Dec. 5 when she became the wife of the commercial 
director and sales manager of WTAQ, Green Bay, Wis... The marriage 
Nov. 18 of William Polje, a.m. and s.p.m., Terre Haute Brewing Com- 
pany recently was revealed via a recording of the ceremony at a 


MOTOR EXECUTIVES GIVEN A LUNCHEON 


<: 
i }) 7S ‘2 - € >) 


When the New York Times gave a luncheon for motor executives and advertising 

men at the Recess Club in Detroit, this trio evidently had a pleasant chat. Left 

to right: C. E. Wilson, executive vice-president, General Motors; Arthur Hays 

Sulzberger, New York Times publisher; and K. T. Keller, president, Chrysler 
Corporation. 


surprise party at the Polje home after which the bride and groon 
began a honeymoon which will include Chicago and Palm Beach. . 

Howard T. Crissey, NBC engineering dept., Chicago, shot a 30! 
game on the Gold Coast bowling alleys Dec. 14. Fortunately fo! 
advertising men, the perfect score was rolled in the Merchandise Mart 
league and not that conducted by the Chicago Federated Advertising 
Club. . . Joe Atha, v.p., Folger Coffee Company, Kansas City, has 
returned from a two-year leave of absence while his brother, Frank. 
also a v.p., has left on a leave which is expected to last more than 
a year... 
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Optimism Flows 
at Last Moment 
in Music Fight 


(Continued from Page 1) 


signing a decree 
court proceedings. 


Miller Issues Warning 


The fast-moving events of this 
week drew a warning from Neville 
Miller, president of NAB and BMI, 


is to face new 


that “even the signing of a consent | 


decree would not automatically 
make ASCAP music available to 
the industry. Such availability 


would depend upon the acceptance 
by ASCAP of an honest and rea- 
sonable contract and this would, of 
course, be a matter requiring ex- 
tensive and _ perhaps _ prolonged 
negotiations.” 

Gene Buck, ASCAP we woald| 


asserted: “A consent decree would 
be a settlement under the litigation | 
between the American Society of | 
Authors, Composers and Publishers | 
and the United States Government. 
and is not a settlement of the con- 
troversy between the radio broad- 
casting networks and the society.” 

Fitting into the pattern of opti- 
mism was an offer to arbitrate the 
dispute by the American Arbitra- 
tion Association. Although neither 
of the contesting parties had 
accepted the offer up to the time of | 
this writing it was noted that the 
association has tendered its serv- 
ices in past disputes only with the 
understanding that both parties 
were favorably inclined toward 
acceptance. The conclusion drawn 
from the association’s entry into 
the picture was that if negotiations 
could be resumed after the signing 
of a consent decree an instrumen- 
tality would be available for imme- 
diate action. 


Go Ahead With Plans 

While advertisers, agencies and 
broadcasters awaited word on the 
consent decree negotiations, prepa- 
rations were continued for the new 
era in radio music that will be 
ushered in officially on Jan. 1, but 
which will actually get under way 
Dec. 23 as far as sponsors on NBC 
networks are concerned, and on 
Dec. 26 for users of CBS facilities. 
The latter plan was made known 
by Edward Klauber, CBS vice- 
president, who asked the coopera- 
tion of advertisers ‘“‘to build each 
of your programs, if you possibly 
can, so that no ASCAP music will 
be performed on and after Dec. 26.” 
CBS thus followed NBC’s move last 
week in scheduling a “test period” 
during which difficulties occasioned 
by lack of familiarity with the new 
setup will be ironed out before the 
advent of the official deadline. 

How Programs Stand 

Program directors of the major 
networks were optimistic over the 
outlook for 1941, indicating they 
anticipated no difficulties in helping 
sponsors frame programs _ sans 
ASCAP. An NBC analysis of six 
outstanding programs of the type | 
most likely to be affected by the 
new conditions indicated that dur- 
ing the past two years only 50 per 


cent of all the music used was 
ASCAP-controlled. 
The confidence national adver- 


WITHOUT A MURMUR! 


All of our 194] contracts have been 
signed, without a murmur 

signed by experienced media men, 
“hard-boiled’’ advertising 


man- 
agers, value seeking manufac- 
turers! Isn't that a vote of con- 


fidence for this young but lusty 
promotional medium? Like to take 
a look at our contract? 


Ihe Cradle Cr Sewier, Sne 
{S7 N. Kingshighway 


St. Lowis, Mo. 


___UNUSUAL 
A Statement 
about 
Dry Shaving! 
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Premene + Petermes 


‘whee te 
TERMINAL BARBER SHOPS 


= RN Erie 
Old time barber shop patrons stared in 
amazement at this Terminal Barber Shops 


copy which ran in several cities last 

week, endorsing the Remington Rand 
shaver. 

tisers evince in their ability to 


carry on with shows predominantly 
musical or in which music plays 
an important part despite the ab- 
sence of ASCAP tunes after Jan. 1, 


was reflected today in a survey 
conducted by ADVERTISING AGE, 
which revealed that of 15 network 


programs 10 have’ been 
recently, one began Dec. 1, 
will start Jan. 1 and two 
discontinued during the 
weeks. 

The programs shape up as fol- 
lows (date signifies renewal unless 
otherwise indicated): 


renewed 
another 
will be 
next few 


Coca-Cola, Andre Kostelanetz, Dec. 
1 «new) 

‘oca-Colia Frankie Masters Janu 
ary thew) 

Andrew Jergens Playhouse,” plus 
Tony Martin's orchestra, Jan. 1 (new). 

rr OW Fitch, “Fitch Bandwagon,” 
Jan. 3. 


Sealtest, Rudy Vallee, Jan, 2 
Liggett & Myers, Glenn Miller, Dec. 
31 


Wheeling Steel Corp ‘Musical 
Steelmakers Jan. 5 
Pet Midk Sales Corp Saturday 


Night Serenade,” Sept. 28 
Standard Brands, Charlie MeCarthy, 
Jan 


Wim. Wrigley Jr Melody Ranch,” 
Nov. 3 

Miles Laboratories, “National Barn 
Dance,” Oet. 5 

Pepsodent, Bob Hope, Sept. 24. 
Texas, Fred Allen with Al Good- 


man’s orchestra, Oct. 2 

Colgate-Palmolive-Peet, Wayne 
King (to be discontinued Jan. 25) 

Westinghouse, “Musical Americana” 
(to be discontinued Jan. 18) 

In ASCAP circles it was asserted 
that the Colgate and Westinghouse 
withdrawals were due primarily to 
the music situation. Both sponsors 
and agencies, however, denied this. 


Some Difficulties Involved 


That some difficulties 
experienced by advertisers using 
transcriptions was _ indicated by 
the predicament in which Coca- 
Cola Company finds itself. 
problem was discussed very frankly 
today by Felix W. Coste, vice- 
president, D’Arcy Advertising 
Company. Referring to “Refresh- 
ment Time with Singin’ Sam,” a 
program sponsored by about 200 


may be 


Coca-Cola bottlers over as many 
stations, he said: 

“We know of no way for us to 
continue this program without 


some ASCAP music. This is par- 
ticularly true because many of the 


numbers used by Singin’ Sam are| 


‘old favorites’ which he has been 
singing for years. So far, we have 
not been able to routine the pro- 
grams satisfactorily with non- 
ASCAP music exclusively. 

“We are anxious to be neutral in 


TOLONTO 
MONTREAL 


WInniPEG 
LOP OOM Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS & 


The 


the music controversy. In fact, we 
are innocent bystanders. We sin- 
cerely hope that the whole contro- 
versy will be settled before the 
|first of the year. 

“In the programs which we have 
|transcribed for broadcast during 
most of the month of January, we 
have included some ASCAP music, 
|}some public domain music, some 
| BMI music, and some music from 
other sources, being careful to avoid 
changing the character of the pro- 
gram and the musical formula we 
have been following successfully 
for more than four years.” 

The fate of the Coca-Cola spot 
broadcasts thus appears to be hang- 
ing in the balance stations 
not licensed to carry ASCAP music 
after Jan. 1 obviously cannot accept 
the Singin’ Sam transcriptions. 


since 


Kaufmann to Frankel-Rese 


R.& M. Kaufmann, Chicago, maker 
of pajamas and house dresses, has 
appointed Frankel-Rose Company, 
| Chicago, to direct its advertising. 
Women’s magazines, business 
papers and dealer helps will be 
used. 


“Ski” Plans Campaign 

A campaign for Ski, new winter 
sports magazine, will be launched 
this month in New York newspa- 
pers, with expansion planned. Ad- 
vertising is being handled direct 


Science Theme 
Added to Sunkist 
Promotion Copy 


(Picture on Page 27) 


Los Angeles, Dec. 18.—A _ scien- 
tific theme has been added to the 
California Fruit Grower’s Exchange 
winter advertising for Sunkist Navel 
oranges, enyphasizing that they are 
grown where “the sun, the soil and 
science puts the ‘extras’ in oranges.” 
A large portion of the estimated 
1940-41 advertising appropriation of 
$2,225,000 will be used in the cam- 
paign. The appropriation is based 
on an assessment of seven cents a 
box on Valencia and Navel oranges 
and 12 cents a box on lemons. 

“You can see the difference in 
California orange juice,” states the 
copy, “a deeper, more inviting color 
that promises more enjoyment. You 


can taste the difference—a_ finer, 
more tempting flavor. And it’s 
different nutritionally—richer in 


vitamins and minerals.” It then is 
explained that the extras come from 
California soil and care, 
Last year’s dominant slogan, “Best 
for juice and every use” is being 
retained. The copy continues to 
offer free Sunkist recipe books. 
The schedule calls for use of 136 


scientitic 


daily newspapers, 2,638 weekly 
newspapers, neonized bulletins, 24- 
sheet posters and radio, in addition 
to continued use of dealer service 
men and all other Exchange activi- 


ties. The “Hedda Hopper’s Holly- 
wood” radio program over CBS 
three times weekly has been in- 


| creased from 28 to 39 stations. Radio 
| commercials feature the same gen- 
eral advertising theme as _ that 
carried in other media. Small mar- 
| kets and rural areas will be given 
|}more sales support than previously 
| through the pages of farm maga- 
zines and weekly newspapers. 

| Lord & Thomas, Los Angeles, is 
the agency. 


'WSPA Joins CBS 

Station WSPA, Spartanburg, S. C., 
will become an affiliate of the Co- 
lumbia Broadcasting System Jan. 1, 
replacing Station WORD as the 
CBS outlet in Spartanburg. Station 
WNBxX, CBS affiliate in Springfield, 
Vt., has moved to Keene, N. H., and 
changed its call letters to WKNE. 
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SPEND THIS WINTER IN 


Kesxsetu Arsoup, Vanager 


HOTEL ROYAL WORTH Few resort hotels provide the 
glamorously tropical setting this hotel enjoys with 
its commanding view of Lake Worth and Palm 
Beach. Golf and beach privileges. fishing. Excel- 
lent cuisine, and service, and a considerate scale 


of rates, suggest this as an ideal vacation spot. 


vide this choice. 


For further detai 


to 11 West 42nd 


! 


| 
j 


SARASOTA TERRACE 


| 


pionship golf courses 


tionland 


The social life 


Coast centers about this modern hotel with its fine 
facilities for day-time sports and evening activities, 
You will enjoy Sarasota’s Gulf beaches and cham- 
Fishing. riding. sailing are 
among activities that make this a first choice vaca 


Rates are modest. Timotuy Hatt. Ver. 


sult your travel a 


of the West 


HOTEL MANATEE RIVER 


Manatee River. Rates are modest 


rooms are exceptionally itiractive 


and every indoor diversion. Hanoro Warren, Ver. 


Located in the delightful 
resort town of Bradenton. overlooking picturesque 
with service, 
cuisine and accommodations of the highest. Guest 
the kind vou 


want if you re considering a long stay 


‘Tews WINTER spend your Florida vacation dif- 
ferently—in a hotel noted for its cordial hospi- 
tality as well as its excellent facilities. Whether 
you favor the East Coast or West Coast doesn’t 


matter for the Collier Florida Coast Hotels pro- 


You're certain to find one that 


will suit your needs perfectly. 


ls, write to the hotels direct, or 
Street, New York City, or con- 


gent. 


COLLIER FLORIDA 
COAST HOTELS 


Greorce H. Mason 
President and General Manager 


KENNETH ARNOLD 
Assistant General Manager 


Bradenton 


Tampa 


All sports 


MANATEE RIVER 


TAMPA TERRACE 


ROYAL WORTH 
West Palm Beach 


LAKELAND TERRACE 
Lakeland 


SARASOTA TERRACE 
Sarasota 


FLORIDAN 
Tampa 


DIXIE COURT 
Wes! Palm Beach 
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Kelvinator Boosts 
Base Price: Seeks 
Replacement Sales 


(Continued from Page 1) 


type of refrigerator which it claims 


offers new conveniences, services 
and economies for the home. Its 
design is based on the idea of 


“glamorizing” the family food sup- 
ply. 
first time, all glass shelves and a 
new method of cooling. In addi- 
tion to cooling coils that freeze ice 
(the only coils in cenventional 
refrigerators) there is a separate 


set of coils in the walls, providing | 


better control of temperature and 
humidity, making it possible to 
maintain several different humidity 
conditions and temperatures in the 
same refrigerator. 

With the new type refrigerator, 
Kelvinator will make a strong bid 
for the replacement market. From 
a business viewpoint, Mr. Pierce 
explains, the new type will tend to 
widen the electric refrigeration 
market by tempting owners of old 
refrigerators to trade for the new, 
which is a wider departure from 
previous models than changes made 
in former years. Thousands of 
families have been content with 
their old refrigerators for years be- 
cause yearly improvements and de- 
velopments were not impressive 
enough to make them 
dissatisfied with their old boxes. 

Starts in January 

The national advertising program 
opens Jan. 11 with a 
page, inside cover, in The Saturday 
Evening Post. The next release is 
not until Feb. 15 when the Post will 


carry a two-page, four-color ad, | 
followed by releases in Life, Col- 
lier’s, Liberty, True Story and 
Household. 


The key city campaign in news- 
papers is scheduled to 
time in February. 
transcribed radio announce- 
ment in key cities from coast to 
coast. Four-page, color inserts will 
run in late December weekly and 


start some 


IS a 


The new model uses, for the | 


thoroughly | 


four-color | 


New this year | 


President's Veto 


Causes Death of 
Walter-Logan Bill 


Washington, D. C., Dec. 18.—The 
Walter-Logan bill died in the House 
today after President Roosevelt 
had vetoed it and the House failed 
to override the veto by the requi- 
site two-thirds, although a motion 
to override won 153 votes against 
127 opposed. 

The bill, which would have sub- 
jected to court review the rules, 
regulations and orders of most 
| quasi-judicial government agencies, 
was vetoed on the last possible day 
in a 1,600-word message which was 
accompanied by a 3,000-word an- 
alysis of the measure from the pen 
of Attorney General Robert H. 
Jackson. 
| The President charged bluntly 
| that major support for the meas- 
jure came from lawyers “who 
| desire to have all processes of gov- 
fernment conducted through law- 
| suits,” and from “interests which 
| desire to escape regulation.” 
| Passage of the bill, he said, would 
| eae interminable lawsuits and 
would hamstring the operation of 
the government at every turn. He 
admitted that there is room for im- 
| provement in many administrative 
processes, but asserted that the 
| Walter-Logan bill would not pro- 
| vide such improvement. 
| The next meeting of the Attorney 
General’s committee on administra- 


tive procedure, which has_ been 
studying this matter for many 
months, is scheduled for Dec. 21, 


| but no one here is hopeful that any 
tangible results will be achieved in 
| the immediate future. 


‘Mace Agency Head Dies; 
Four of Staff Take Over 

In accordance with a plan set up 
by M. J. Matusak, founder and 
head of the Mace Advertising 
Agency, Peoria, Ill., prior to his 
death Dec. 1, arrangements have 
been completed for the purchase of 
the agency from the estate by four 


key members of the organization. 
|Mr. Matusak had been ill for a 
| year. 


Under the new corporate set-up 
|John F. Fellay, president, will con- 


i , . i "go ( 7 Pi ns t ™ v- 

January monthly trade papers. tinue in chargé rf irt and produc 
Cooperative advertising will i |tion; Robert J. Rice, vice-president, 
perative adverusing Will in-| will handle copy and radio; Olga 
clude outdoor posters with new/|Rummel, secretary, will have 
human interest designs, direct mail, | charge of auditing and office man- 
newspapers and transcribed radio |agement, and Jay J. Keith, treas- 
announcements. The latter also|urer, will direct client relations 


is a new feature of the cooperative 
plan. 

All Kelvinator advertising for 
1941 will carry the slogan “Look at 
the Beauty—Look at the Extras— 
Look at the Price—Get More—Get 
Kelvinator.” The combined adver- 
tising and sales promotion cam- 
paign this year is the largest in 
Kelvinator’s history. 


Elect J. H. Caro V. P. 

Joseph H. Caro has been elected 
a vice-president of Earle Ludgin, 
Inc., Chicago agency. 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


and space buying. 


Outdoor Posters Under 
Fire in Pittsburgh 

The city council of Pittsburgh 
is preparing to act on legislative 
measures to curb outdoor posters 
that are deemed unsightly. A zon- 
ing ordinance which prevents the 
| erection of new posters on vacant 
property along the city’s major 
jboulevards and highways already 
has been adopted. 

A plan is being considered for 
|the establishment of some means of 
measuring the value received from 
la sign so that once it has paid for 
itself owners may be forced to 
remove it. 


Three to Globe American 

Charles A. Conrad, Jr., 
been engaged in advertising and 
promotion work for 15 years, has 
been made advertising manager, a 
new position, of the stove and range 
division of the Globe American 
Corporation, Kokomo, Ind. Harry 
H. Venable, formerly vice-president 
in charge of sales for Standard 
Electric Company, Toledo, has been 
made sales manager for the electric 
range division, and S. A. Inman, 
formerly district sales manager of 
the Detroit Vapor Stove Company, 
Detroit, has been made sales man- 
ager for electric ranges. 


McCarthy Joins Wheelock 


J. Russell McCarthy, formerly 


who has 


with Redfield - Johnstone and J. 
Stirling Getchell, New York, has 
been appointed traffic manager at 
Ward Wheelock Company, New 
York 


Croft Brewing Appoints 


Croft Brewing Company, Boston, 
has appointed Badger and Brown- 
ing, Boston, to handle its adver- 
tising 
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™% Gain ©&% Gain 
50-Week 5a-Week 50-Week or Loss” or Loss 
Period Period Period 1940 1940 Week Week c% G 
Ended Ended Ended over over Ended Ended 0 
Dec. 17, 1938 Dec, 16,1939 Dee. 14, 1940 938 939 Dec. 16,1939 Dec, 14, 1940 Le 
‘Akron, © =e 11,466,510 9,783,707 8,588,516 16.4 2.0 298,809 297,563 
Albany, N. Y¥ 8,569,251 8,258,963 7,842,599 8 5.1 271,267 
"Atlanta, Ga 16,057,2 18,063,899 15,828,722 1.4 12.4 583,016 
taltimore, Md 21,837,891 22,213,773 22,743,754 4.1 2.4 T78,504 
Birmingham, Ala 12,408,830 13,316,202 14,134,452 13.9 6.1 448,826 
toston, Mass 20,069,451 19,628,926 18,522,033 7.7 6 746,145 
Bridgeport, Conn . 9,048,620 9,905,062 10,399,144 14.9 0 360,776 
Buffalo, N. Y. ‘ . 15,933,700 15,556,644 15,477,471 2.9 0.5 45,937 
Camden, N. J . 8,936,738 1,440,050 9,343,096 35.7 20.3 173,851 
Cedar Rapids, la 1,720,170 4,858,488 L699, 165 Ooo 3.0 158,032 
Charleston, W. Va.. UO NT5,891 10,212,513 10,31 2 i + 1.0 191,96 393,246 
Chicago, I11 30,439,086 29,017,102 28,597,971 6.1 lL.» 916,75 951,545 
Cincinnati, © 15,545,319 15,790,614 16,480,352 6.0 1.4 155,930 966,529 
Cleveland, O . 14,746,448 17,895,836 18,491,561 4 973,027 74,251 
Columbus, © 12,440,904 13,295,26 13,1 723 7 1.1 $53,650 i 252 
Dallas, Tex . 20,671,232 20,777,082 19,872,014 ‘0 14 665,746 617,306 
Davenport, la . 9,341,629 9,305,178 0,340,086 o.4 273,812 273,056 
Dayton, © . 13,140,504 13,804,458 14,303,276 + S.S + 3.6 $58,052 35,004 
Denver, Colo .. 8,046,614 8,854,074 ” 1.4 238,789 40,175 
Des Moines, Lia . 6,352,657 6,425,232 6 + 2.5 198,999 182,368 
Detroit, Mich . 17,965,970 20,190.51 18.4 1 716,000 727,990 
Kl Paso, Tex .. 9,851,604 10,564.53 + 6.9 0.4 200,164 274,17¢ 
Erie, Pa. . . 9,633,612 9,344,370 4.2 1.2 277,844 271,628 
Evansville, Ind - 11,990,752 11,690,652 0.1 2.4 SS0,435¢ 596,06 
Fall River, Mass 3,153,039 3,431,254 10.8 1.8 119,386 118,170 
Flint, Mich 7,834,348 8,045,400 1.0 10.5 225,428 244,188 
Fort Wayne, Ind 10,639,139 10,784,644 .2 + 1.8 19,118 343,882 
j(aary, Ind 454,398 iSU.S84 17.4 7.1 188,51 189,60 
Grand Rapid Mich... 8,944,032 8,748,066 2.4 1.7 290,346 282,268 
Greenville, S.C 6,426,186 6,630.90 15.8 12.2 291,78% 218,02 
Houston, Tex . 16,509,196 17,678,666 15.8 8.2 675,948 H26, 388 
Huntington, W Va ‘ 7,194,547 S013, 890 15. .S 30,22 276,06 
Indianapolis, Ind 15,880,504 16,087,430 13 6.2 634,046 73,664 
Jacksonville, Fla. 8,597,754 9,227,134 13 Oo 2US,998 11,402 
Jersey City, N. J 2,081,656 2,124,003 3.8 1.8 72,312 66,641 
Kansas City Kan », 700,628 2,788,541 13.7 + 10.1 111,160 115,495 
Knoxville, Tenn 10,043,900 10,783,771 1.8 50,770 ST71,686 
Little Rock Ark 9,272,062 9,223,703 0. 734,550 0 - D0 203,058 301,756 
Lo Anweles, ‘al é 19 LOO 24,791,297 23,844,133 1.9 3.8 $65,401 713,011 
Louisville, Ky» 13,967,510 14,708,741 14,750,883 6 + 0.3 15,088 {88,086 
Lynn, Mass T.UST,784 8,194,874 HOLS S00 + 12.8 10 ZAS 52s 267,792 
Manchester, N. i 1,636,953 4,414,375 1,224.04 16.1 1.3 137,876 125,488 
Memphis, Tenn 11,434,052 12,191,410 15,003,466 + 13.7 6.7 Y4,688 27,714 
Miami, Fla 12,441,645 12,657,149 13,494,616 noe 6.6 154,07! 1,645 
Milwaukee, Wis 15,196,061 14,503,585 15,574,888 + 2.0 7.4 193,328 20 
Minneapolis, Minn 14,404,045 13,504,456 12,168,669 l 9.9 tY1,508 48,81 
‘Nassau County, L. I 2,627,170 2,645,582 2,613,42 0 1.2 103,34 118,011 
New Bedford, Mass 8,109,652 3,141,516 3,630,564 16.8 15.4 7,482 118,020 
New Haven, Conn 8,980,342 1,116,674 8,490,838 ' 7 1.1 259,882 269,080 
New Orleans, La 14,148,399 19,694,892 20,221,114 Hot 2.7 687,069 716,72 
New York, N y 99,829,192 9, 322.036 8.861.211 1.6 os 1.082.390 » O49 958 
Brooklyn, N. ¥ 4,746,452 8.859.080 5292 433 25.8 g.7 2 351 102 ® 
Norfolk, Va S S68 318 4 463.076 10.3438.704 1.45.3 3 *S4.114 106.642 
Oakland, Cal 7,518,784 S\,243,481 8,978,473 + 19.4 8.0 sO49,51% 296,485 
Oklahoma City, Okla 11,616 S,SO7,778 7,892,114 $2.1 10.4 237,000 242,056 
hmaha Neb H,O16 569 851.2977 H73.0908 0.7 2.1 194.656 189.739 
Peoria, 1 10,352,572 11,120,791 11,905,975 15.0 7.1 $04,012 365,288 
Philadelphia, Pa 7,055,430 27,901,278 »S STOLLIS 6.7 3.5 448.256 $63,855 
Phoenix, Ariz 7,674,144 7,531,342 &,312,2 tS. 10.4 224,308 238,140 
Pittsburgh, Pa 1.189.420 2O 305 670 0.444.924 1.2 1 HHea SOO HOS 054 
Portland, Ore 11,656,442 12,247,727 11,415,110 1.9 6.8 316,624 $258 
Reading, Ta 9 570,947 10,005,883 10,768.10 12 7.6 O5564 ITOLDNE 
Richmond, Va 12,212,536 12,711,794 12,831,588 1 0.9 411,362 505,108 
Rochester, N. Y 14,816,490 15,157,178 l 356 3.0 1. $97,044 176,66 
Rockford Ill 7 1) 882 7.913.864 & 602 860 14.4 R 7 4? 080 272.41 
Rock Island-Molins 8,215,438 ~ $222,886 S4 18,468 2.5 2.4 231,868 233,926 
Sacramento, Cal 7,920,631 8,207,542 8,222,175 S 0.2 261,870 286,706 
San Antonio, Tex 6,444,15! 7,361,663 7,775,300 20.7 6 252,977 8,719 
San Diero, Cal 12.752.650 13.005,.265 11.037,.222 13.5 15.1 154.17 800 
Seattle Wasl 4,566,167 11.520.01 11.850 { 23.9 2.9 200 T54 62.746 
‘South Bend, Ind 7,112,001 250,910 124.307 2 l 64,78 S.14 
Spokane Wash 6,717,462 6,489,672 6,345,770 2.2 82.182 HO 2N¢ 
St. Lou Mo 17,647,906 18,001,405 18,205,02 2 + 1.1 9,29 HOo14 
St. Paul, Mint 11,021.14 10,812,324 10,421,754 1 ‘ 324,464 OS, T6E 
Syracuse, N. ¥ 8,279,077 8,111,621 S, 189,869 1.1 1.0 $31,940 25,814 
Tacoma Was) Oo4 ‘ 89.872 “4 ' £2 ri ] ano rf A 
Tampa, Fla 6,093,854 6,859,426 7,764,822 27.4 13.2 257,116 942,204 
Toronto, Ont cn 17,407,028 16.119.814 15,126,021 13.1 6.2 2.857 oR O18 
Pros N \ 1090 392 1.482.906 4 ose ‘ 2.9 162.280 1 oO 
Tulsa, Okla + 103.868 S98 SX SH. H68 20 ' PH4. TUE 263.774 
Washington, TD. ¢ 089,222 1,162.76 4,.801,1 0.8 l 1.147,79 101, ON¢ 
\ i! tow ) 7.160.67 628.4981 ‘ vor 1¢ ‘ 250.7 71 
Tota 6,04 i So,14 ' ’ S14 ; i 2,4 O62 2,287.57 
Akron Times-Vress di tinued Aug 8, 1938 t Atlanta Georgia i Sunday A ! ! 
Chicag Herald & Exar lise tinued Aug. 28 ication De 17, 1939 
Oklahoma News dis« tinued Feb. 24, 1939 7 Minneapolis Star and Journal merged Aug 
i News-Times discontinued Dee 28, 1938 ‘ Newsday new pul iti rune) is 
San Dieg Sun suspended publication Nov. 2 1939 ' Spokane Pres 1 tit ad Mar. 18, 1 ' 


82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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Names Frank Kiernan Hunt with King 
Transmarine Travel Service, New C. M. Hunt, formerly 
York, member of the Florida Tours | Salisbury Corporation, 


with A. L 


Chicago 


Charmette Fabrics Corporat 
New York, has appointed Nor 


Operators’ Conference, has named |agency, has joined Archer A. King D. Waters & Associates, New Y 
Frank Kiernan & Co., New York,|& (Co., publishers’ representative, to direct its business paper ad 


to handle a newspaper campaign Chicago tising 
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ADVERTISING AGE 


25 
STARTLED FIELD ing men, was found dead of heart as a result of inhaling gas fumes 
failure in his automobile near the | in the kitchen of his home 
Lake Shore Athletic Club Friday 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


er 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


a nome 


Cg Se ee GE RORY ETE 


HELP WANTED 


FASHION COPY WRITER with know!l- 
edge of layout Must be experienced, 
single In agency in large Mid- 
Western city, near (hicago (jive 
axe, salary requirements, background 
must be your first considera- 
tion Send no samples Start Feb. 
Interviews, Chicago, early Jan 
$224, ADVERTISING AGE, Chgo 


POSITIONS WANTED 


save educating job! 22 yeurs inten- 
sive business training, serving many 
arge accounts, fits this advertising 
executive for your tough job. Organ- 
zer; public speaker; writer; modern 
scientific worker. Age 47. Emploved. 
Seeks bigger job 


Box 3223, ADVERTISING AGE, Chygo. | 


POSITIONS WANTED 
Young Woman Copywriter Wants to 
write sales-winning ads ind = edit 
house organs for agency, dept. store 
or utility Fine training and experi 
ence 
Box 3225, ADVERTISING AGE, Chee 
MISCELLANEOUS 
tse ETCH PROOFS of type for Heads. 
We have 20,000,000 Kinds of type 
styles and sizes From 2 point to 
letters 15 inches high BAIRD Ad 
setters, IS EK. Kinzie, Chicago 


POST CARDS 
PHOTOGRAPHIC POST CARDS 


2¢ each in lots of 100 or more Evers 
eard an actual photograph High 
Kloss, ferrotyped finish Lettered if 
desired Send any size photo (ireve 


Photo Service, Lafayette, Ind. 


Stirling Getchell, 
Copy Wizard, Dies 
After Long Illness 


(Continued from Page 1) 


the Plymouth division of Chrysler 
Corporation. First printed in 1932, 
this copy is credited with making 
Plymouth a major competitor of 
Ford and Chevrolet in the low- 
priced car field almost overnight. 


Wins New Friends 


This copy, which ran in full-page 
newspaper space, was presented as 
“a statement from Walter P. Chrys- 
ler.” Plymouth, at that time, was 
a newcomer in the low-priced mar- 
ket. The warm, friendly invitation 
to car-buyers contained in the copy, 
won the immediate approval of the 
car-buying public 

Mr. Getchell also created the 
“Friendly Service’ theme which 
has marked advertising of Socony- 
Vacuum Oil Company. Other major 
lients served by his agency in- 
lude Devoe & Raynolds Company, 


Kelly - Springfield Tire Company 
ind Schenley Distillers Corpora- 


tion 
Before establishing his own firm, 
Mr. Getchell worked for 
ther leading agencies, 


When You Think of PRESS CLIPPINGS 


ors bail ; 


Ve Read More Newspapers and Periodicals 


nan Are Read by Any Other Bureau in 
the World 
-hambers St., N. Y 


BUSINESS IN 
WASHINGTON? 


After a day full of Washing- 


ton conferences, you'll 
doubly enjoy the modern 
luxury of the Hotel Raleigh. 
The restful comfort of your 
room. The long -remem.- 
bered excellence of the food. 
And the gaiety of the Pall 
Mall Room, the capital’s 
smartest dinner and supper 
rendezvous. Yet so econom- 
ical. Rooms from $3.50. 


C. C. SCHIFFELER, Gen. Mer. 


HOTE 
e 


PENNSYLVANIA AVENUE AND 
(ts ST. N.W., —— D.C. 


several | 
including | 


Lord & Thomas, United States Ad- 
vertising Corporation, George Bat- 
ten Company, J. Walter Thompson 
Company and Lennen & Mitchell. 

With John V. Tarleton, a vice- 
president who has been the active 
head of the agency since Mr. Get- 
chell’s illness, he founded J. Stirling 
Getchell, Inc., in 1931. Their 
account was the De Soto 
of Chrysler Corporation 

Under Getchell, De Soto adver- 
tising featured human, emotional 
copy garnished with numerous ap- 
pealing photographs. This De Soto 
campaign is credited with starting 
a trend toward photographic adver- 
tising among automotive manufac- 
turers. Chrysler was so pleased 
with results of this effort that Mr 
Getchell was assigned the Plymouth 
account 


Did Much Free Lancing 


Even before the De Soto account 
was obtained, a foundation for the 
new agency had been established 
through service fees obtained from 
free-lance work on General tires, 
Vick Chemical products, and Ches- 
terfield cigarets. Remuneration 
from these jobs led to the expan- 
sion of the agency from its two- 
room office in the Chrysler Build- 
ing to proportions capable of serv- 
icing such an important account as 
De Soto. 

The agency is now one of the 10 
|largest in the country, boasting 
branch offices in Detroit, Chicago, 
Kansas City and Los Angeles. Its 
head was a member of the execu- 


first 
division 


tive board of the American As- 
sociation of Advertising Agencies 
and a director of the Traffic Audit 


Bureau. 


Oswald Cooper. 


Prove 847-1778 | Type Designer, 


Taken by Death 


Chicago, Dec. 18.—Oswald Bruce 
Cooper, designer and typographer 
affectionately known to advertising 
men and his fellow craftsmen as 
“Oz,” died yesterday at the age of 
61. Mr. Cooper, a partner in Bertsch 
& Cooper, typographers, had been in 
ill health for a year. 

His best claim to fame lay in the 
design of a number of type 
While Cooper Black was the most 
widely used, his contemporaries are 
not agreed that it was out- 
standing. many believing that 
Cooper Oldstyle will be acclaimed 
by posterity. It is said of Cooper 
Black, however, that more pounds 
of it were sold than of any other 
known type face Mr. Cooper's 
faces have been somewhat in eclipse 
in recent years with the advent of 
more modern designs There 
already signs, however, of 
popularity 

Oldstyle made its debut in 1919 
Cooper Black followed in 1921: Old- 
style Italic in 1923, Black Condensed 
in 1926 and Black Italic in 1927 


faces 


most 


are 
revived 


‘Leslee All TH REE! 


BUT DON'T BUY ANY LOW-PRICED CAR UNTIL YOU'VE 
DRIVEN THE NEW PLYMOUTH WITH FLOATING POWER” 


A Sraremeny oy 
Ware P. Coerscee 


_— 


HIRST SHOWING NEET SATURDAY APE Ded AT OHROTO COOOE aN CHRYSLER Oeavees 


First Getchell copy for Plymouth, which 

is credited with doing much to make 

that car a serious competitor of Ford 
and Chevrolet. 


Another Cooper 
the issuance of 


innovation was 
calendars with a 
separate set of numerals for each 
of 36 months from 1930 to 1932. 
These calendars, according to one 


| biographer, did not necessarily ap- 


pear at the beginning of the year, 
but at any time when the 
was right. 


mood 


Believed in Simplicity 


One of the most penetrating ap- 
praisals of Cooper was penned by 
Paul Standard, of Canadian Pacific 
Railways. Wrote Mr. Standard: 

“The trait of simple directness is 
apparent not only in Cooper's trade 
and advertising principles, but in 
his graphic work as well. His letter- 
ing and calligraphy are lessons in 
structural form, in free and friendly 
(not too formal) the 
negative side they sermons on 
the avoidance of ornament and 
over-decoration. Search as you may, 
you will find no curlicues or repeti- 
tion or lush excess in his letters 
They have a skeletal firmness and 
rightness. Their controlled 
and the allotment of white 
about them—these are 
achieve his effects 

“His design and setting of a piece 
of printing confer 


balance. On 
are 


masses 
space 
made to 


character upon 


ithe job, whatever its nature or pur- 


pose. It wins (never compels) the 
reader's eye and attention. It isn't 
merely facile. It promises something 
uncommon and every line fulfills 
the promise. At the end, the reader 
is convinced Convinced by the 
harmony of text, lettering and ar- 
rangement? Probably For few 
indeed nowadays are the ads or 
booklets produced by a single hand 
and brain. Most of them bear the 
violent marks of too many hands 


and look like an operation per- 
formed by a band of specialists, 
each eager to leave some trace of 


his unique abilities. Thus, by con- 
trast, the sight of a Cooper job is 
first of all restful, but repose is only 
its beginning. It quiets the multiple 
suspicions engendered by other ads, 
and so allows the reader to proceed 
through the text in friendly curi- 
osity and sympathy.” 
Was Printer's Devil 

Mr. Cooper was born April 13, 
1879, in Mount Gilead, O. At the 
age of 16 he abandoned school to 
become a printer’s devil in Coffey- 
ville, Kan. Five years later he came 
to Chicago, ambitious to become an 
illustrator. He attended the School 
of Illustration in which Frederic W. 
Goudy was teaching lettering and 
this contact changed the whole 
course of Cooper's life 

Eventually, Mr. Cooper formed a 
partnership with Fred Bertsch and 
the late Myron Perley, later to be- 
come vice-president and art direc- 
tor of Lennen & Mitchell. The trio 
conducted a studio as well as a 


typesetting establishment and_ in 
this friendly environment blossomed 
talent which was to leave its im- 
print upon the advertising world 


Such coming stars as Vaughn Flan- 
nery, of Young & Rubicam, imbibed 
much of their advertising philoso- 
phy in this atmosphere 


STANLEY HAMBERG 

Chicago, Dec. 16.—Stanley H 
Hamberg, one of the most promis- 
ing of Chicago’s younger advertis- 


night. He was only 30 years old. 
Mr. Hamberg was a noted athlete 
at the University of Chicago, where 
he played guard under the famous 
Alonzo Stagg for 


his senior 


three years. In 
1932, he was the 
almost unanimous choice of experts 
for all-conference 

After brief 


of Chicago’s 


year, 


experience with one 
packing houses, Mr. 
Hamberg joined the media depart- 
ment of Erwin, Wasey & Co. Sev- 
eral years later he became space 
buyer for Kirtland-Engle Company. 
Upon its dissolution, he tried his 
hand at space selling with the 
Screenland Unit, but in June, 1939, 
joined Frank C. Nahser, Inc., an 
agency just being formed, doubling 
as space buyer and account execu- 
tive. 

Mr. Hamberg is survived by his 
widow, Virginia, and an adopted 
son, Stanley Harold Hamberg, Jr., 
18 months old. 


ALVIN IRWIN FINDLEY 

St. Petersburg, Fla., Dec. 16.— 
Alvin Irwin Findley, 81, editor of 
Iron Age for 20 years prior to his 
retirement in 
1930, died here 
Dec. 12. The first 
12 years of his 
50 years in jour- 
nalism were 
spent with 
, weekly and daily 
newspapers, the 
remaining 38 


years being in 

business journal- 

ism. He became 

associate editor 

of Iron Age in A. |. Findley 
1905 and editor- 

in-chief in 1911. He was made 
editor emeritus when he _ retired 


He also was a director of the Iron 
Age Publishing Company. 

Mr. Findley was the first presi- 
dent of the National Conference of 
Business Paper Editors organized 
in 1919 and he was a director of 
the United Publishers Corporation, 
now the Chilton Company, from 
1924 to 1932. 


J. CECIL BROWN 

Oklahoma City, Okla., Dec. 18. 
J. Cecil Brown, 47, president of the 
Brown Advertising Agency, who 
died here Sunday of a kidney ail- 
ment, was buried today. He came 
to Oklahoma City in 1917 from 
Joplin, Mo., as city editor of the 
|Daily Oklahoman. He _ previously 
had been managing editor of the 
‘News Herald, Joplin, and telegraph 
editor of the Kansas City Star. 

During the World War Mr. Brown 
was Oklahoma educational director 
of the Federal Food Administration 
and he was in charge of state pub- 


licity for the Red Cross, Liberty 
Loan drives and Near East Relief. 


Previously he was president of the 
Standard Engraving Company, 
Oklahoma City. 


CLEM B. RIESENBECK 
Cincinnati, Dec. 16.—Clem_ B. 
Riesenbeck, 40, vice-president and 
treasurer of Belmont Molded Plas- 
tics, Cincinnati, and formerly a 
partner in the Midland Advertising 
Agency, Cincinnati, was found dead 


Dec. 9 in the bathroom of his home 
at Covedale, O. He apparently had 
fallen against the bathtub, receiv- 
ing a possible skull fracture He 
had been with the Midland agency 
10 years, leaving it about five 
years ago. 
GEORGE D. CLEWS 

South Orange, N. J., Dec. 16 
George Douglas Clews, 53, treas- 
urer and a director of the Great 
Atlantic & Pacific Tea Company 
and a grandson of the company’s 
founder, the late George Hunting- 
ton Hartford, died Dec. 5 at his 
home here. He had been ill since 
August 
HUGO JUHLIN 


Cincinnati, Dec. 16. 
48, Cincinnati advertising man, 
and former president of his own 
advertising agency, died here Dec. 3 


Hugo Juhlin, 


WALTER R. KRAUSE 

Dec. 19. Walter R. 
free lance lettering man, 
died last night in the studio of J. J. 
Gilbert & Associates while 
pleting a display piece for 
Hollywood shoes. Mr. Krause, who 
was 50 old, had been in ill 
health recently, and predicted that 
he would die before Christmas 


Chicago, 
Krause, 


com- 
Paris 


years 


It's Christmas! 
No Commercial 
on G-E Program 


New York, Dec. 17. 
mas present to the audience of its 
“Hour of Charm” broadcast, Gen- 
eral Electric Company planned this 
week to eliminate all commercial 
announcements from its pre-holiday 
show Dec. 22. 

Replacing the commercial will be 
a Christmas message written espe- 
cially for the broadcast by Bruce 
Barton, president of Batten, Barton, 
Durstine & Osborn. The program 
is handled jointly by BBDO and 
Foster & Davies, Cleveland. 


As a Christ- 


Mission Hosiery Expands 
1941 Advertising 75°/, 


The 1941 advertising appropria- 
tion of Mission Hosiery Mills, Los 


Angeles, maker of Hollyvogue 
hosiery, is 75 per cent over the 
1940 appropriation. Magazines to 


be used 
Glamour, Picture 
Fawcett Screen 

papers also will be 


include Mademoiselle, 
Play andthe 
Unit Business 


used as well as 


direct mail and point-of-sale ma- 
terial Magazine insertions will 
appear every month in the year 


after January 

Sidney 
Agency, Los 
count 


-KHUB to Forjoe 

KHUB, Watsonville, Cal., has ap- 
pointed Forjoe & Co., New York, 
|as national representative. 


Gartinkel 


Advertising 
Angeles, 


has the ac- 


c ee LITY 
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qu COLOR 
ne WORK 
wand SPECIALISTS 


8%x11" 


LAUREL PROCESS CO. 2° 


480 Canal Street, N.Y.C. WaAlker 5-0526 


PRINTING | 


— Phone WABASH— 


7820 


N IMPOSING group of successful 
advertising executives find this 


a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof .. . Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens —and at the same time produce 
better and more profitable printing 
for you —at a saving of time, trouble 


and money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AO. SETTING - ENGRAVING + PRINTING 
S04 SHERMAN STREET, CHICAGO « WASASH 7820 
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ADVERTISING AGE 


ecember 23, 1940 


Hiram Walker 
President Credits 
Advertising's Aid 


Announces Year's Profit 
of $6,065,664 in Report 
to Shareholders 


Detroit, Dec. 17. — “Experience 
has long since demonstrated that a 
quality product deserves support, 
and we have continued to display 
our brands through generous ad- 
vertising expenditure, largely in 
magazines and newspapers,” says 
H. C. Hatch, president and chair- 
man of the board of Hiram Walker- 
Gooderham & Worts, Ltd., Walker- 
ville, Ont., in his annual report to 
the shareholders, announcing earn- 
ings of $6,065,664 for the year end- 
ing Aug. 31, compared with $5,295,- 
979 for the preceding year. 

“Throughout the year,” he said, 
“the maintenance and extension of 
the priceless and irreplaceable asset 
of public good will which our com- 
pany enjoys in such an exceptional 
been our constant 


| concern.” 

Looking to the future, Mr. Hatch 
observed, “Your directors believe 
that we can look to the coming year 


| with full confidence that it will em- | 


'phasize anew the ability of our 
|company to meet exceptional condi- 
‘tions. Our brands are popular; 
|the public have confidence in their 
rigid standards of quality; our mar- 
kets wiil have a higher consumer 
purchasing power than for many 
years; and our enterprise is effi- 
ciently organized in all its 
branches.” 


The frontispiece of the report is | 


|a color illustration of the Hiram 
|Walker spectacular in Chicago, 
which was blown down in a wind- 
storm after the report had gone to 
press. 


Brunswick-Balke-Collender 


Net income for ten months end- 
|}ing Oct. 31 was $1,796,326. 
Florsheim Shoe Co. 

Net income for the year ending 
Oct. 31 was $1,098,231, compared 
with $998,191 for the previous year. 
Jantzen Knitting Mills 

Net income for the year ending 
Aug. 31 was $127,813, compared 
with $19,389 for the preceding year. 
Canada Dry Ginger Ale 

Net income for the year ending 
| Sept. 30 was $1,002,261, compared 


with $1,156,703 for the preceding 12 


months. 


New York Central 


Net income for ten months end- 
ing Oct. 31 was $5,278,336, com- 
pared with a net loss of $1,554,079 
for the same period in 1939. 


S. S. White Dental Mfg. Co. 


Net income for nine months end- 


| ing Sept. 30 was $178,452, compared 


with $38,926 for the like period last 
year. 


Caterpillar Tractor Co. 


Net income for 10 months ending | 
| Oct. 31 


was $6,454,433, 
with $4,741,195 for a 
last year. 


compared 
like period 


Goebel Brewing Co. 


Net income for 10 months end- 
ing Oct. 31 was $328,463, compared 
with $286,391 for the corresponding 
period in 1939. 

Charles E. Hires Co. 

Net income for the year ending 
Sept. 30 was $862,029, compared 
with $800,114 for the year previous. 
Coca-Cola International Corp. 

Indicated net earnings for nine 
months ending Sept. 30 were $3,- 
589,546, compared with $3,263,917 


with $1,740,908 for the preceding 
| year. 
First National Stores 

Indicated net income for six 
months ending Sept. 28 was $1,287,- 
640, compared with $1,370,178 for 
the corresponding period in 1939. 
Illinois Central System 

Net loss for 10 months ending Oct. 
31 was $885,822, compared with a 
net profit of $1,006,066 for the same 
period last year. 

Walgreen Co. 

Net income for the year ending 
Sept. 30 was $3,149,541, compared 
with $2,852,206 for 
year. 

Schenley Distillers Corp. 


Net income for the year ending 
Aug. 31 was $4,392,763. 
_White Rock Mineral Springs 
Net income for nine months end- 
ing Sept. 30 was $99,574, compared 
with $157,885 for the same period 
\last year. 
Royal Typewriter Co. 

Net income for the quarter end- 
ling Oct. 31 was $543,919, compared 
| with $506,859 for the same period a 


for the same nine months of 1939. | Year ago. 


Wamer Bros. Pictures 
Net income for 53 weeks ending 
Aug. 31 was $2,747,472, compared 


SUPERIOR 


ENGRAVIN 


COMPANY 


EACE, Good Will and 


Prosperity can prevail. It 


We sincerely hope 


CHICAGO 


is the inherent right of men ) 
to expect and to have it so. 


that you 


and yours will enjoy this 
right in full measure 
G throughout the New Year 
and the many years to follow. 


Zenith Radio Corp. 


Net earnings before federal in- 
come taxes for six months ending 
Oct. 31 were $1,158,872, compared 
with $377,696 for the same _ six 
months last year. 


Vick Chemical Co. 

Net income for the quarter end- 
ing Sept. 30 was $1,044,247, com- 
pared with $1,071,939 for the cor- 
responding period in 1939. 
Columbia Pictures Corp. 

Net income for the quarter end- 
jing Sept. 28 was $153,878, com- 
pared with a net loss of $104,752 
for the same period last year. 
'McCrory Stores 

Net income for nine months end- 
jing Sept. 30 was $1,038,733. 
‘Eureka Vacuum Cleaner Co. 
| Net loss for 12 months ending 
(Oct. 31 was $262,803, compared 
with a net loss for the preceding 
year of $266,881. 

Hammermill Paper Co. 

Net profit for nine months end- 
ing Sept. 30 was $395,771. 
Chesapeake & Ohio 


Net income for 10 months ending 
|Oct. 31 was $26,953,422, compared 


with $20,452,090 for the same period | 


‘in 1939. 


Geo. A. Hormel & Co. 


| Net income for the year ending 


Oct. 26 was $1,600,679, compared 
with $1,601,001 for the preceding 
year. 


Parker and Allston 
Organize Agency 

Raymond D. Parker, for the past 
three years head of the insurance 
advertising department of Cowan & 
Dengler, New York, and F. Ken- 
neth Allston, with 25 years experi- 
ence in the graphic arts, will be 
president and vice-president-treas- 
urer respectively of a new agency 
to be called Parker-Allston Asso- 
ciates, with offices at 18 E. 48th 
street, New York. 

Accounts will include American 
Fidelity & Casualty Company, 
Berkshire Life Insurance Company 
Crum & Forster Group, London & 
Lancashire Group and _ Phoenix- 
London Group. 


Mulberger Adds Nine 


H.C. Mulberger, Inc., Milwaukee. 
has been appointed to direct the 
advertising of Huth & James Shoe 
Company, Modern Miss footwear’ 
Reliable Knitting Works, knitted 
wear: M. A. Gerett Corporation 
E-Z-On damper regulators; Kromer 
Cap Company, railroad caps; Netz 
Glove & Mitten Company, gloves 
and mittens; Pereles Bros., plastic 
heels and plastic products; Kirby- 
Cogeshall-Steinau Company, labels, 
signs, etc.; Thomas Bait Company 
bait brisket, and Milwaukee Fuel 
& Dock Company, fuel supplies. 
H. H. Sinako has been appointed an 
account executive for the company. 


Fritts to “Interiors” 

John R. Fritts, formerly with 
Anderson Publishing Corporation, 
New York, has been appointed ad- 
vertising manager of Interiors. 


the previous | 


Radio Stations 
May Broadcast 
Home Records 


Washington, D. C., Dec. 17.— 
Confirming thte right of radio sta- 
tions to play records designed for 
j/home use, the Supreme Court of 
|the United States yesterday denied 
a writ of certiorari in the Paul 
|Whiteman-RCA case. The court's 
laction leaves in effect a decision of 
|the Circuit Court of Appeals, which 
|reversed a lower court’s verdict. 
| The appeals court held that sale 
of the disputed records constitutes 
publication, and that the notices of 
restricted use stamped on the rec- 
ords do not create a bar to their 
employment by radio stations. 

RCA attorneys argued that the 
Circuit Court was in error in fail- 
ing to find Station WNEW, New 
York, and Elin, Inc., sponsor of the 
program in question, guilty of un- 
fair methods of competition in 
broadcasting RCA records without 
specific authority. 

The National Association of Per- 
forming Artists announced that it 
will test the issue on other grounds 


“Modern Industry” to 
Appear in February 


Modern Industry will be the 
name of the new management mag- 
azine to be published by Magazines 
of Industry, Inc., New York, new 
publishing house headed by E)- 
dredge Haynes, formerly with Mc- 
Graw-Hill Publishing Company, 
New York. The first issue will 
|appear in February. 

The following advertising repre- 
sentatives of the new magazine 
have been appointed: Thomas L 
Robinson, formerly with the New 
York Times, Eastern manager with 
offices in New York; John H. Phil- 
lips, formerly with the Magazine of 
Wall Street, Western manager with 
offices in Chicago; and A. Maxwell] 
Palmer, formerly with McGraw- 
Hill, Cleveland manager. 


Appoints Aitkin-Kynett 

The Motor Equipment Wholesal- 
ers Association has appointed the 
Aitkin-Kynett Company, Philadel- 


phia, to handle the combined 
advertising - merchandising trade 
development program recently 


adopted by the association at its 
Chicago convention. 


Push Coffee Sampling 


The Folger Coffee Company, San 
Francisco, Houston and _ Kansas 
City, is eonducting a_ house-to- 
house sampling campaign in Terre 
|Haute, Ind., distributing a_ half 
|pound of coffee to every housewife 
|answering the door. Cartoon strips 
}on comic pages of newspapers ir 
ithe territory are being used 
|assist in the campaign. 


Wessel Joins Magazine 

William Wessel, formerly wit! 
McCann-Erickson, New York, has 
joined the New York advertising 
sales staff of Marine Enginecring 
}and Shipping Review, a Simmons- 
| Boardman publication. 


Metcalfe to Brobuck 

Lyne S. Metcalfe, head of the 
creative department of West Coast 
Sound Studios for four years, has 
been appointed Eastern manager of 
Brobuck, Inc., Detroit, with new of- 
fices at 120 E. 41st street, New 
York. 


G. Donald Murray, genera] min- 
ager in charge of sales of the Pu! 
lic Service Coordinated Transport 
Newark, N. J., has been put 
charge of the company’s car and bus 
advertising department. 


P| 

m THE EDWARD A. BAKER CO. gl 
mB WISHES TO EXTEND HOLIDAY g 
GREETINGS TO ALL THEIR : 


AGENCY FRIENDS. WE HOPE g 
TO AGAIN ASSIST YOU IN @ 
REACHING THE TWO BILLION 
DOLLAR NEGRO MARKET DUR- 
ING 1941. THANKS FOR ALL 
THE PAST BUSINESS. 


EDWARD A. BAKER CO. 


PUBLISHERS REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 
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PHOTOGRAPHIC REVIEW 


BOOSTS SALES IN RETAIL OUTLETS WINS HONORS 


Judith Waller, educational director for 
the NBC central division, and one of 
radio's best known and best liked figures, 
who was given the first annual award of 
merit by the School Broadcast Confer- 
ence for her services to radio education. 


FOR DISPLAY 


SOOTHING MENTHOL 


CIGARETTES | 


This mammoth store display, with a live model to put a cigaret in the mouth of 

the visiting male and light it for him before he knows what's happening, is boost- 

ing sales of Spud Imperials 200 to 300 per cent in Louisville, it is reported. 
(Story on Page 6.) 


“FOOD TO THE FRONT" IS BATTLE CRY 


Americas No! Food Convenience Feature 
TWICE AS MUCH 


‘ Effective display for the inexpensive kit- 
: assembly models of Strombeck-Becker 
‘ Mfg. Company, Moline, Ill., is provided 
by this compact counter display cabinet, 


made of wood with front and back of 
Eastman acetate sheet. 


IT'S CALIFORNIA 


the Sun uthe Soll and Seleace 


a 3 Now 


Best for Juice 


“ 


—— st for Bs 
GROSLEY \ - Sunkist 


With The New 


suPeR SHELVADOR 


ateare ° 


Typical piece of color copy in the new 
campaign for Sunkist Navel oranges. 


(Story on Page 23.) 


TELLS PLANS 


Indicative of the theme that will get prominent play in the 1941 Crosley re- 
frigerator campaign is this magazine copy, soon to appear. 


GETTING HIGHER IN THE AIR 


SKYWAY CLOSEST TO THE SUN 


This 24-sheet for Transcontinental & Western Air is the work of Gene Walther 
European artist connected with Beaumont & Hohman, Kansas City. It was litho- 
graphed by Edwards & Deutsch Lithographing Company. 


W. A. Grove, Hotpoint advertising and 

sales promotion manager, reveals 1941 

advertising plans at the company's dis- 
tributor meeting. 


les) ifs 


iat 


OF THE WEEK 


BEAUTIFUL HANDS GET THE CALL HERE 


Winifred Erwin, one of Vivian Donner's Fox Movietone fashion models, who is 

alleged to have the most beautiful hands in the business, posed for this unusval 

display for Chamberlain's hand lotion, produced by Forbes Lithograph Company. 
Notice how the model's face has been faded out. 


GRIDIRON DINNER HELPS STUDENTS 


Homer Buckley, chairman of the Chicago Gridiron Dinner Committee, hands Dr. 
Franklyn Bliss Snyder, president of Northwestern University, a check for $3,000, 
composed of $1,500 in profits from the first dinner, and an equal amount con- 


tributed by S. DeWitt Clough, president of Abbott Laboratories. The money 

goes for the Advertising Foundation Fund. Second from left is Phillip Clarke, 

president, City National Bank, and at right is W. Frank McClure, one of the 
trustees of the fund. 


POOR RICHARD HONORS HENRY LUCE 


Henry Luce (center), publisher of Time, gets the first Citation of Merit given by 
the Poor Richard Club, Philadelphia advertising organization, from Charles Eyles, 
past president of the club, while James Stinson, president, looks on. 
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STREAMLINE THE MILLINE 
WITH A BEE-LINE TO HOME! 


Here’s How Shopping Newspapers Do It 


IY IS ADMITTED that 85% of the family income is either 
spent, or influenced in the spending, by the Housewife, and 
all media strive for high housewife percentages. 


Shopping Newspaper's 6,700,404 circulation is All Housewife 
circulation . . . and that’s a lot of housewives. 


IT IS ADMITTED that the value of circulation is governed 
by the money in circulation where it circulates. 

Shopping Newspapers are restricted to families that are not 
restricted, but able to satisfy their needs and their yearnings 
out of their earnings. 

IT IS ADMITTED that urban homes have more money to 


spend than rural homes and more inducement to spend it be 
cause of greater shopping accessibility. 


Shopping Newspaper circulation is strictly and wholly urban 
circulation, concentrated in close-by shopping areas. 


IT IS ADMITTED that duplicate circulation adds enormously 


to advertising costs and is one of the gravest problems of the 


advertiser generally. 


The Shopping Newspaper—one to a city—one edition for the 
advertiser and one copy in the home—does not duplicate either 


itself or any other Shopping Newspaper. 


IT IS ADMITTED that Controlled Circulation (meaning the 
home and the right kind of home ) is the chief aim of all circula- 
tions that seek to sell goods .. . so much so, that surveys are con- 
stantly conducted to determine the ratio of fireside delivery to 
wayside waste, and financial capacity to inadequate spending 
power. 


Shopping Newspaper circulations are built on surveys, con- 
ducted before they were tounded and adhered to after they 
were founded, and their Controlled Circulation is not the theo- 
retical belief in a subscription list, but the Controlled Delivery 
of every copy printed, into every home selected to receive it. 


MP iS ADMIUPTED that, technically, the milline rate is the 
cost per line per million circulation, but actually, any $1.00 
milline becomes a $2.00 milline when the million cireula 
tion reaches only a half million possible buyers. 


In Shopping Newspapers, home-delivery obviates waste on the 
outside, and the established buying power of the home itself 
obviates waste circulation on the inside, so that the milline rate 
and the milline worth to the advertiser are identical. 

And, in addition, Shopping Newspaper rates are radically lower 
on the basis of price, quite aside from being frantically lower 


on the basis of superior performance. 


Shall we write or call? ... and where to or when? 


Shopping Newspapers streamline a milline rate with a bee- 
line route between the blossom and the hive... they 
know where the money 1s, as a bee knows where the 
honey is, and they go get it... this unique, home- 
delivered medium first picks its markets according to high 
per capita standards . . . next, picks its neighborhoods 
according to trading accessibility . . . then, picks its 
families according to income... and, finally, picks up its 
hat and personally delivers your message to its amazing 
circulation of 6,706,404 hand-picked homes! 


Shopping Newspapers may be bought a la carte 
Singly . . . Sectionally . . . Nationally 


Group and Continuity Discounts, of course. 


“2: | JAMES A. COVENEY CO. 


444 Mapison Avenue, N. Y. 
39 SouTH STATE STREET, CHICAGO 


225 Soutu 15TH STREET, PHILADELPHIA 
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